AON 


These brands of Sash Cord, which have a long 
established manufacturer's reputation be- 
hind them, save you from complaints and 


NN lost customers . . . We also make 
A Clothes Lines, Small Lines, and all 
AN kinds and colors of Braided Cot- 
WY ton Cord up to1 inch diameter; 

AY ‘also Glazed Cotton Twine. 

EES Send for catalogues, samples, 


. 


S AM S @) N S v e) T WN andinformationto help sales. 
SASH CORD Ny 


W 
" Made of fine plied yarn, and SN | 
X guaranteed free from flaws. Speci- a é 
w fied by leading architects because aN 
\ they know, some from nearly forty *3 \ 
PHOENIX WN years’ experience, that it is the Nn 
‘ most durabl ial for hangi sh S 
43 ost duradle material tor hanging NY 


SASH CORD \ windows. — ay 


A dependable cord made of yarn, 


4 


not quite as fine as that used in Sam- ‘ LN 
son Spot Sash Cord, but smooth and firm- \ 
ly braided. Very serviceable for sash cord, \. aN 
clothes line, or any of the many purposes sh 
to which solid braided cord is adapted. eS 
st 
‘ 
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THE BLADE 
WITH THE 


RED BACK 


HIGH SPEED 
STEEL 


THE BLADE 
WITH THE 


RED END] 


TUNGSTEN 
STEEL 








SIMONDS SAW AND STEEL Co. 
SAWS aayimonds tsa, FILES 
KNIVES £7, manus STEEL 


Fitchburg, Mass., 
April 9, 1931 


To Hardware Jobbers 


of the United States - 


You are no doubt convinced of this fact -- Simonds 
has an established policy of directing every possible 
order for Hack Saw Blades through established Jobbers 


and Wiill Supply Distributors. 


Also this,-- Simonds, by vigorous methods,is doing a 

big job in telling all Dealers and all users facts 

about "Red End" Tungsten Steel and "Red Back Edge" | 
High Speed Steel Blades -- their high quality -- 


their distinctive appearance -- their neat packing. 


And this,-- Simonds Hack Saws today offer one of 


the best blade jobbing propositions there is. 


Very truly yours, 


SIMONDS SAW AND STEEL CO., 


[oy Ba lchearri ' 








Now building Industry's First Windowless Factory 





L-2001 
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“FORGET 


Your RULER, 


—this One-Piece Roll Is Marked” 


You never go wrong when you sell Sun- 
Red Edge, the self-measured Screen 
Cloth. The Red Edge marks every six 
inches of selvage — preventing excess 
or shortage, and protecting your profit 
and your customer’s welfare. 

The Sun-Red Edge is more than a 
measure mark, more than a trademark, 
more than rust-protection for nailing 
strips—it 7s a guarantee of most 
durable and most perfect 
screen cloth! Only perfect 
wire cloth in ONE- 
PIECE 100-foot rolls, 


REYNOLDS 
WIRE CO. 





with double-wear, carries the Sun-Red 
Edge. 

Spring is here—and demand for Screen 
Cloth is now urgent. You can make 
not only more money, but more sales, 
with this easily-recognized quality pro- 
duct. Stock AluminA, the specially elec- 
tro-plated double-wearScreen Cloth, also 
Black Painted and Copper-Bronze. It’s 

the profit line in the field. 
Order from your jobber, or 
write us direct for details, 
prices, and beautiful 
display material. 


DIXON, 
ILLINOIS 














4 HARDWARE AGE for APRIL Q, 1931 





YAL 








“ek DEALER 
SERVICE 


























YALE JIMMY RESISTING GUARD LOCK NO. 197 


—The most skilled burglar is powerless against Yale 
Guard Locks. They are endorsed and recommended by 
insurance inspectors, expert locksmiths and the police. 





OAK of the customers who come 
into your store are prospects for 


one or more Yale Jimmy Resisting 
Guard Locks. By taking advantage of 
the cooperation offered through our 
Dealer Service, you can build up a 

rofitable volume of business on this 
splendid item. Selling Yale Guard 
Locks is largely a matter of education 
—of pointing out the absolute protec- 
tion they afford and emphasizing the 
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-..-will SELL MORE 
YALE Jimmy Resisting 
GUARD LOCKS with 
these Dealer Helps... 


CipK enable you to do this work 


of selling effectively and eco- 
nomically, we have devised a 
series of sales-builders which are 
proving their worth to many 
alert merchants. 


FOLDERS—‘“ Wise Words from the Law” 
presents the story of Yale Guard Locks 
convincingly and concisely. Your custom- 
ers will read it with interest. A supply 
will be sent you on request if you carry 
the locks in stock or are ordering a supply. 

NEWSPAPER ADVERTISEMENTS — 
We will supply mats of attention-compel- 
ling advertisements for use in your local 
papers as here shown. 

WINDOW CARD — Use this card as the 
center of a window display of Yale Guard 

were as Locks, to link up with your newspaper and 

settles over New se &B : other advertising. 

oboe cS . | MOUNTED SAMPLE —You will find that 

~ eis this is a salesman in itself for it shows cus- 
tomers exactly how Yale Guard Locks 
make homes, stores and offices burglar- 
proof. Supplied to you at the cost of 
the lock only; no charge being made for 
mounting if you stock the lock. 





















x | y expect... 
“Wl wt nd ft 


WN ALEW_V 









































Send for this material and put it to work 
for you. By all means show 
Yale Guard Locks themselves 
at every opportunity. They are 
their own best salesmen, so 
apparent is the security they 


afford. 


Here is a coupon for your conveni- 
ence—fill it out and mail it NOW. 


THE YALE & TOWNE MFG. CO. 


Stamford, Connecticut 


Send me the assortment of FREE sales helps to 
push the Yale Jimmy Resisting Guard Locks I 
have in stock, or will order. 


a Ea Na ee i 





Address. 
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It’s 


V 


“Test Before 
You Sets” 
—Vichek Motto 


“PARATHIN” IS THE B 


VLCHEK WRENCH 


BY VLCHEK 





If tt “Bears This Name 


“MARKET TESTED” 


For High Turnover 


HE DIFFERENCE between the 
Vichek line of Wrenches, Screw 
Drivers, Pliers, Hammers and Chisels 
and other tool lines is chiefly in the 


scientific way we go about our sales job. 


No high pressure methods of bringing 
out hundreds of items and forcing them 
on the market. We produce only those 
items that wholesalers, retailers and 


consumers express an actual demand 


for, by SALES TEST. 


We have lotsofnew ideas, 


but we believe Old John 
Public is the fellow who 
has the final say-so as 





What wrenches sell best? This 
te whistles or aot they wid tells you the results of the 


the SALES TEST, before being added 
to our line. We must know the Turn- 


over Value of every item we offer you. 


This means that Vlchek is develop- 
ing a new type of sales management, 
which we call Sales Science. We try 
to tackle every sales problem with the 
dealer-turnover in mind, knowing 
that in the long run we will profit more 
thereby. Sales Science means careful 
planning all the way 
from our designing room 
to your wrapping table. 
Every step must be right, 
so that the final product 


will make your customer 


Ichek Sales Study on Wrenches. 


are any good. So every 


new idea is first given 


Interesting to bot 
wholesalers. Includes catalog 
sheets and prices. Free on request. 


say ON SIGHT, 


“I want that wrench”. 


retailers and 


THE VLCHEK TOOL CO. : 3006 East 87th Street, Cleveland, Ohio 


Screw Drivers, Pliers, Wrenches, Chisels and Hammers 
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CONTINENTAL 


LAWN FENCE 


ORNAMENTAL and ChainSink, DESIGN 
The PIONEER Line 


ONTINENTAL “Green-Bottom’’ Lawn Fence 

C in Chain-Link and Ornamental designs will 
make money for dealers this year. The “‘Pioneer’”’ 
line has long been a leading fence seller. The 
‘Green-Bottom”’ trade mark distinguishes it from 
all other fence; you can guarantee it to your cus- 
tomers and emphasize the trade mark as proof of 
your guarantee. Let your jobber supply your re- 
quirements from his stock. 

Nie 

re 


single picket. 


Rack will sell Fence 

4 
and handle goods giyiwwiwaeey 
suchasgardentools. [ARE uraqeaan 
Ask your jobber or oo 
write us how 1t may 


be secured free. 


iy 
We f i... 
This Utility Display ail double picket and Style “M” 
rn | N 


Se eee 
VAP AHA < Lyf 
HM BME Ms hy 


aan 
bay vrs un 
Hit | 
ae 
yet see gy | 


tNT 


CONTINENTAL 
STEEL CORPORATION 


MANUFACTURERS OF 
Billets, Rods, Wire, Lawn, Chain-Link, Farm 
and Poultry Fence and Gates; Black, 
Galvanized, Spectral Coated and Roofing 
Sheets. (135) 





yell sllC KSOOTO!”~;~*™Y <a 





| at 


eae 
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Attractive Display Box 
describes the distinctive 
features of this new rule 


y 


een, 
D0 Uy 








Stanley (Four Way) “Zig Zag” Extension Rule No. 226 


Here’s a new Stanley “Zig Zag” Rule that will appeal to every 
tool user — an extension rule which centers the entire reading 
at one point — no chance of mistakes. 


The Stanley (Four Way) Features : 


opposite end. 


1 Regular outside measurements can be made from slide end. 
2 Regular outside measurements can be made starting from 


3 Ordinary inside measurements can be made by extend- 
ing slide from opened end of rule. 


4 “Direct Reading” inside measurements. By using opposite 

end and extending slide from closed end the entire read- 

ing is centered at one point — a feature never before found 
in an extension rule. 


Stanley (Four Way) “Zig Zag” Extension Rule No. 226 is 6 feet 
long with an 8 inch brass extension slide. Extra heavy sticks 
have brass plated steel! joints and strike plates. 


them, and you'll sell them. 


No. 226 Rules are packed 6 in an attractive display box ready 
for your counter. Order a sample lot from your jobber, display 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 





Now for the first time 
a DIRECT READING 


Extension Rule 
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Od oo piag 


ere is the 


OFFICIAL SCOUT| 


T’S the finest hand ax you ever sold! Steel 
head and handle with inlaid hickory grip. 
An ax whose head can’t come off—whose 
handle can’t come loose! And TESTS—tests 
in the laboratory and tests in the great North 
Woods—prove that it is made of better steel: 
better hardened, better tempered. And what a 
feel it has—perfect grip, perfect balance! No 
wonder it was chosen as an official scout ax! 


SAR Deen wall 


| 
| 


1HOdIDUINA + 
| 
| 


ah APIEFLC) 





NNO? 1HOd390INS dvHO) DIW JIMAH 


VY LNODS » 








tS | 
li 


| 


Order a sample assortment of 1/3 dozen axes and 
sheaths today—costs only $5.50 and sells for 
$8.00 (over 45% on your cost). And with your 
first order goes a beautiful 3-color attention-get- 
ting display card showing the ax in actual size. 
Here is a fine new 1931 item which has already 
proved to be a fast-seller and big-profit maker. 
Order today from your jobber—do it now. 

















THE BRIDGEPORT HDWE. MFG. CORP. 
BRIDGEPORT, CONNECTICUT 


NEVER LOSES ITS HEAD 
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1931 Buyers 


Are 


For Quality 








“Sticklers” 




















You have a new problem to meet this year. Your old customer of two years 
ago who was so easy to please has been completely transformed. He’s a new 
man, with brand new buying instincts. 1930 has made him a “stickler” for qual- 
ity—a keen judge of values. This 1931 buyer compares before he buys. He makes 
his decision on value, not on price. He has learned the true meaning of economy. 


This new type of buyer presents a real opportunity to every alert hardware dealer 
in the country. First quality merchandise will take the business away from mer- 
chandise of questionable quality—in any line. By stocking and pushing only 
merchandise of established quality he will not only hold his old trade but will 
attract new customers. Honest value has never been a stronger sales feature 
than it is in 1931. 


Dealers handling Hanover Wire Screen Cloth are preparing to capitalize on the 
long-established reputation for “lifetime quality” which this complete line holds. 
Quality that your customers can see and feel for themselves, will bring more of 
the business to your store, and our program of sales promotion will help you. 
Write for complete details or the name of your nearest Hanover jobber. 


Hanover Wire Cloth Co. v vy Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New York City 
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Why Did He Come Back 





HE attractive, clear-cut labels sold 
_ him his first box of Buffalo Bolts. 
But it took more than just labels to 
make a repeat customer out of him. 
Quality did it! 
Buffalo Bolts measured up to his ex- 
pectation in every way. His men 
‘couldn’t strip the threads, couldn’t 
break the heads and every nut fitted 
every bolt perfectly. The nuts weren’t 


BUFFALO 





for MORE? 
























loose in the box, either. No wonder 
he recommends Buffalo Bolts to every- 


one! 


BOLT CO. 


NORTH TONAWANDA, N. Y. 
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How a famous manufacturer 


saved money with R B & W's 





























PORT CHESTER,N.Y. 
ROCK FALLS, ILL. 


CORAOPOLIS, PA. 














PRECISE 
TOLERANCES 


WHEN a world-famous maker of auto- 
motive axles started to purchase from us a 
nut that must be extremely accurate in size, 
We received instructions to work to certain 


ping to size. 


tolerances specified. 





tolerances, which left an allowance for lap- 


From previous experience, this customer 
was unable to buy these nuts completely 
finished to the-accuracy and uniformity re- 
quired, and so had been “‘lapping out’’ each 
nut, a costly procedure, but one which as- 
sured the desired result. 

After receiving several shipments of nuts 
from R B & W, made with the lapping 
allowance, our customer’s shop men dis- 
covered they were ‘lapping out’’ the identical 
amount from each nut, so closely were we 
adhering to a definite dimension within the 


Surprised at the uniformity that was being 
maintained in the R B & W product, the 
customer finally changed the tolerance spec- 
ifications to those required in its finished nut, 
and eliminated the expensive ‘‘lapping out’’ 
operation in its own plant. 


RESULT: Reduced cost of product, with 
no decrease in quality. 

When you stock and sell EMPIRE Bolts and 
Nuts you capitalize on the prestige and the 
known dependable quality that have kept the 
patronage of industrial users for generations. 
Specify them on yournext orderto your jobber. 


“||| RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


Sales Offices at Philadelphia, 
Detroit, Chicago, San 
Francisco, Los Angeles, 
Seattle, Portland, Ore. 
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The New Waleo Pipe Wrench 























We asked 37,000 
about the Walco 


Sedand here is what | HEY said: 


“All O. K.“ “An A-1 wrench.” “A jewel all 
through.” “The last word in wrenches of its type.’ 
“Made by Walworth is the strongest feature with 
us.’ “We were favorable to the... . . Wrench 


Your Walco has it beat.” 


These were some of the general comments from the 
thousands of wrench buyers and (still more impor- 
tant) wrench USERS whom we asked to tell us how 
they liked the new Walco pipe wrench. 

Many of them were especially enthusiastic about 
the solid drop-forging of the entire bar and the pro- 
tection it affords to prevent the nut from being 
smashed out of round. 


Ask any one who has already switched to the 
Walco and he will tell you pretty much the same 
story,—that in this “simplest and strongest of pipe 
wrenches” we have “handed the trade a rea! work- 
ing tool” ... “as good a wrench as can be made.” 


ALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
Walworth Company Limited, 660 St. Catherine Street West, Montreal, P. Q. 

orth International Co., 11 Broadway, New York, Foreign Representative 

-, »» Distributors in Principal Cities of the World... 


TTINGS AND TOOLS 


THE SIMPLEST, STRONGEST 
PIPE WRENCH MADE 
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© 1931, 
P. & F. Corbin 


GOOD BUILDINGS DESERVE GOOD 


ORBIN offers hardware merchants in this new 96 - page catalog the 
first comprehensive line of Colonial and Early American Hardware ever produced. 
Every builders’ hardware man will appreciate what this means. No more 
hunting around to find locks to fit handles or for other pieces that can be 
used together. You can make up a schedule for the entire trim of a building, 


using list prices and figuring a single discount.’ Send for your copy today. 


P. & F. CORBIN ‘iss’ New Britain, Connecticut, U. S. A. 


The American Hardware Corporation, Successor 


New York Chicago Philadelphia 






HARDWARE 








ere 





Hi 
4 
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While tire prices are hammered down 


you can nail up profits 


with PHARIS 


Hammering down prices seems to be ,the latest sport in the tire 
industry. But PHARIS customers aren’t worrying . . . they’re still 
nailing up as much profit as ever, because for 17 years it has 
been a PHARIS policy to keep price down after quality has 
first been assured . . . By eliminating costly warehousing, large 
sales force and factory-owned stores, PHARIS has been able to 
build first line tires that out-compete competition anywhere. 


If you want to nail some of the profits while others are suf- 
fering under the hammer, write for more information today. 


The PHARIS TIRE & RUBBER Company 
Newark, Obio 


PHARIS imners 
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Stock 
thisNEW 
fast Selling 


AHACK 
44 SAW 
4BLADE 






LARGE TEETH FOR CUTTING A SMALL TEETH FOR START! 


ECHANICS who have once used the new Self- 

Starting Hack Saw Blade—MIL FLEX DUPLEX 

—would no more go back to the old style blade, than 
they would buy a car that they had to crank. 


The MIL FLEX DUPLEX represents an entirely new 
principle of hack saw blade construction. The fine 
teeth on the forward end start the cut on the first 
stroke, and the regular teeth follow in a clean straight 
cut precisely where you want it. The superior 
efficiency of this blade is so apparent, that the de- 
mand which has followed our two announcements 
was fully expected. 


In addition to fast clean cutting of regular work, 
the MIL FLEX DUPLEX cuts small sections, squares, 
angles and flat stock with equal accuracy—at any 
angle. It is the first important improvement in the 
design of hack saw blades in many years. 


Write for prices and details 
and give jobber’s name. 


MIL FLEX DUPLEX (Hard Teeth-Flexible Back) 
MILFORD DUPLEX (All Hard) Hand Frame Sizes 
MILFORD HIGH SPEED STEEL DUPLEX—Hand Frame Sizes 


Ask your Jobber 





Made in (4/28 pitch and 18/36 piteh. The fine teeth 
start the cut like the feed screw of an auger bit. 


Sell 


MILFLEX 
DUPLEX 


PATENTED U.S.A. 





Wl THE HENRY G. THOMPSON & SON Co. Ea 





Established 1876 





GET New Haven, Conn., U. S.A, —_—__ie 






























Boost Spring 
Profits 


with these two 
Fast-Selling Items 


Model “G” 















With swift, positive ac- 
tion — pd silently closes 
all light doors. Away w - 
nerve-wracking slam 
bangs, crashes. Outside with 
flies and bugs. 


Rose Checks are built 
— and sturdy for long 
= Finest materials. 

workmanship. Attrac- 
tively finished. 


Easily installed in a Jiffy. 
Adjustable vaive regulates 
closing speed. Priced low 
te every home-owner’s 








SCREEN DOOR 


Model G...List $2.00 each 
Model 77...List 1.00 each 





Get this sales-winning dem- 
onstrator for your counter. 
—— oe the many 
Rose antages in a glance. 
Arouses ‘their. interest. vot 
ates desire to buy. Spee 
sales and boosts profits. PREE 
to dealers with order for | 
doz. Model ‘“‘G’’ checks. (11 
cartoned—i mounted). 


Spring is here! Home-owners loosen up the 
purse strings. Dealers’ cash registers ring out 
merrily as Rose products find new homes. 

Screen doors to silence. Thirsty lawns to 
water and dealers’ profits on Rose Screen Door 
Checks and Hastings Lawn Sprinklers mount 
high in the wake of active sales. 

Display these products. Catch business as 
never before. Your jobber has details. 










ary. High in quality. Light 
in weight. Amazingly low 
in price. 


List............ $2.75 each 
Be prepared to supply the 


early demand on this item. 
Get your stock NOW. 








on egy nd packed in attractive 
3-color display carton that makes 
sales hum when displayed. 


Ask your jobber salesman or 


Frank Rose Mfg. Co., Hastings, Nebr. 











e 
e 
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STERLING 


STRAIGHT LINE 





Jolunn 4 
NETTING 


PN OT 4S oe 9 =O) 5 OO) ee 


Public demand for poultry netting now favors Sterling 
“Combination” — the leader of all nettings. You can 
sell it quickly — easily at a substantial profit — and per- 
fectly satisfy your customers. 

Sterling “Combination” brings positive protection to 
poultry of all ages — for its unusual spacing is 1 inch 
mesh for the first 12 inches, 114 inch mesh for the next 
12 inches and 2 inch mesh for the balance. 

The full strain of stretching falls on the straight line 
wires — Sterling “Combination” will not bag or sag and 
it is easier to erect. No top or bottom boards needed. 

Furnished in 42, 48, 60 and 72 inch heights and 19 
or 20 gauge. 


STERLING REGULAR STRAIGHT 





A De 
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TAN AF). AE 
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LINE NETTING 
One Inch Mesh -- Two Inch Mesh 








Sterling Straight Line Poultry Netting 


Galvanized Before or After Weaving 








Sterling Straight Line Poultry Net- 
ting has won consumer approval — 
your customers will quickly recog- 
nize it as a leading value. It is fabri- 


cated similar to field fence — can- 
not be pulled out of shape. 
Made in two sizes — 1 inch and 


2 inch mesh (illustrated at left) in 
12, 18, 24, 30, 36, 42, 48, 60, and 
72 inch heights. 2 inch mesh in 
19 or 20 gauge — 1 inch mesh 20 
gauge only. 

Ask your jobber for complete in- 
formation on the Sterling Line of 
Poultry Nettings or write direct. 


NORTHWESTERN 
BARB WIRE Co. 
Since 1879 
Sterling, Illinois 
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EVEREADY 


WIRELESS- 


ELECTRIC 


LIGHT 


Independent of house-current... bright 
... safe... portable and economical 


Plenty of profits are going to be made. Get in on 
this market while it’s still brand-new. 


* 


THE Eveready Wallite carries its own power-plant. 
Every out-of-the-way corner of a house, and all the 
out-buildings, too, can now be brightly and safely 
lighted without the expense of wiring. The Wallite 
is free from fuses, plugs, and wires. It can be used 
anywhere, any time, with the greatest of safety and 
at trifling cost. 


Thousands of people need several Wallites for 
closets, garages, boats, automobiles, attic or cellar 
stairs, summer-cottages, and lots more places that'll 
occur to you. These lights can be screwed per- 
manently to the wall; or hung by a hook, ready to 
be moved about on a minute’s notice. 


Handsomely finished in Black Morocco or 
Old Ivory, and trimmed with Butler Nickel. The 


retail price is $1.75, 
complete with two 
Eveready Flashlight 
Batteries. 

Take a look at an 
Eveready Wallite. 
It'll sell itself to you, 
just as it does to 
every one. Thou- 
sands of these lights 
will go into use. A 
big advertising campaign is about to start in the 
magazines. Now is the time to display the Wallite 
. » « while the idea is still brand-new. Ask your 
jobber. 


NATIONAL CARBON COMPANY, INc. 


General Offices: New York, N. Y. 
Chicago New York 


Unit of Union Carbide [aa and Carbon Corporation 


In the closet 


Branches: Kansas City San Francisco 














Eveready Flashlight Batteries 
retail for 10c each 








This is how you screw the Wallite 
into place 














EVEREADY 


WIRELESS-ELECTRIC 


WALLITE 


This is how the Wallite looks, after 
you slip-on the globe 

















WE WILL FURNISH FREE DISPLAY MATERIAL TO HELP YOU SELL THE WALLITE. 
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DOUBLE GUN 
ok WITHOY 
we EJ ECTiOy, 





Now at your order- 


The Winchester single trigger is made 
on a distinctly new principle. It will 
neither “double” nor balk. 


Supreme in design and basic quality 
among American made double barrel 
shotguns. Superior even to high- 
grade imported double guns sold at 


many times its price. 


To retail at 
Single trigger with selective ejection. ....... 


Single trigger without selective ejection ...... 


Also Model 21 in 


Standard double trigger with selective ejection . . 


Standard double trigger without selective ejection . . 
Ask your jobber about these guns now. 


WINCHESTER REPEATING ARMS COMPANY 
New Haven, Conn., U.S.A. 













Here’s a gun specially designed for the traps that 
you can sell direct from stock. No measuring. No 
fitting. No waiting. 

Its: value speaks for itself on sight. All the quality 
and workmanship of the famous Model 12 with 
these added features of finish and equipment at a 
remarkably attractive price. 

Handsome pistol grip or straight grip walnut stock 
with both grip and slide handle finely checked. 
Stock has heavy, rounded trap-style fluted comb 
and is fitted with Winchester soft rubber recoil 
pad. Made in 12, 16 and 20 gauges. Full choke 
barrel with raised matted rib, fitted with two. ex- 
pertly located bead sights. 


Every gun lover will admire the beauty of this 
gun on sight. A real leader for both trap and field 
shooting. 


Ask your jobber for further details. 


WINCHESTER REPEATING ARMS COMPANY 


New Haven, Conn., U. S. A. 
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A new = 
Golf Club Head — 
worthy of the — 
MONOGRAM it bears 
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ERE is NEWS. Astonishing NEWS! Vital to every golfer . . . whether 
high or low in score . .. rich or poor in purse . . . seasoned player or 
just a potential young Bobby Jones or Glenna Collett. 


It’s the magical story of Super Distance and Super Control . . . always before 
something mythical . . . mysterious ... unattainable. Now become a reality .. . 
through the most ingenious achievement known to golf club construction. 


A new club head . . . by General Electric Company . . . a name inspiring con- 
fidence in industry and every home ... a club head of a new moulded compo- 
sition called Textolite ... far more resilient and tougher than wood... that will 
stand five times the impact of wood ... that is 40 times more resilient than 
steel . . . made exclusively for Schavolite Golf Corp. 


AND WHAT A CLUB! So resilient it adds 10 to 40 yards to every well-executed 
stroke. So resilient it assures that perfect control of direction in the “follow- 
through” you’ve always wanted ... but never found in any club. 


Proof against breaking, chipping or denting, though you drive rocks with it. 
Proof against human errors in weighting, shaping, balancing, matching. Steel 
moulds insure unerring uniformity. Proof against marring or scratching .. . 
its own high natural finish is untouched by varnish or lacquer. Proof against 
vibration, sting, shock . . . the steel shaft rigidly moulded into the head . . . gives 
practically one-piece construction ... no rivets or parts to loosen. Proof against 

warping, distorting ... its original hitting sur- 
Matched Set of face always remains true because impervious to 

DRIVER moisture or temperature change. 


BRASSIE 
and SPOON 






Never before have you been able to obtain... 
at any price . .. clubs equal to these. Never be- 
fore a matched set of driver, brassie and spoon, 
for just scarcely more than the cost of a single 
club. Your purse will permit the purchase of a 
full set of these clubs. Start your 1931 golf 
season with lower scores. Let Schavolite add to 
your DISTANCE .. . and perfect your CON- 
TROL. If your Pro or dealer can’t supply 
you... write us direct. 





Single Clubs ze SCHAVOLITE Gour Corp. 
these sets $7 each 22-19 41st Avenue, Long Island City, N. Y. 








Driving spikes with this new golf club 
head will not chip, dent or break it. 





Its rigidly moulded- 
in steel shaft can- 
not be twisted or 
loosened even with 
a Stillson wrench. 


A steel ball dropped 
through a glass 
tube on this new 
head will rebound 
over 100% higher 
than on any wood- 
en head. 








for 
Driver , 
Brassie 
or Spoon 
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—any of the following should 
fit into your 1931 program 


Get the new American 
story from your nearest 
Frc Jobber—or see our 


OF representative 
SUPERIORITY 








——| IN THE NEW 
AMERICAN 


ee More Profits— 














Larger Sales Volume— 
A Better Assortment, 


yet requiring no additional space 


Less freight charges to pay 


New Items never before shown 


Our 1931 Catalog showing all the Latest Wheel Goods 
Items and Features is ready. Send for your copy. 


A NEW AND 
DISTINCTIVELY 
BEAUTIFUL LINE OF 
CHILDREN’S VEHICLES 























Rolls Auto Wheel 


A new American feature 
combining the graceful 
beauty of the wire auto 
wheel with the super 









strength of the disc hy 
wheel. A q 
F No. 100 Series ~— (Patent applied for) No. 1548 
eaturing the American Truss For Featuring the New Imperial “V” Type Radiator 
ren, pam | “yy one and Electrical Equipment 
ad . oN 
— ry ae L . -_ 
The American Jatronal Pompany 





Ma N= 
FIVE FACTORIES” 2 TOLEDO, OHIO, U. S. A. 
KNOWN AROUND THE WORLD 


WORLD’S LARGEST CHILDREN’S VEHICLE MANUFACTURERS 
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With—or Against 
the Tide? 


You can’t sell every shotgun customer 
a $150, or even a $25 gun. And you 
know better than anyone how many, 
many more sales of moderate and low 
priced singles and doubles you can make 
if the quality is much higher than the 
customer expects at the price. If the 
buying tide is for VALUE— meaning 
quality-at-a-price, why not ride with it? 
Here are four outstanding shotguns— 
all Springfields, all made to compete 
with guns retailing for much more than 
you'll price them. And there’s profit, 
and a pleased customer in every sale. 


MODEL 94—Single Barrel Shotgun, Automatic ejector. 
Barrel high pressure steel; barrel and lug forged in one 
piece. Full choke bored. Coil springs, chrome vanadium 
firing pin. Walnut finish stock and fore-end. Weight 6 
Ibs. Made in 12, 16, 20 and .410 gauge. Barrels 26 to 32 
inches. Proof-tested. 


MODEL 311—Double Barrel Hammerless Shotgun. Barrels 
high pressure compressed forged steel, hollow, tapered, 
proof-tested, matted rib. Hammerless box frame, top 
lever and bolt in one piece, coil springs, powerful extrac- 
tors, automatic safety. Takedown, case hardened. Box 
frame, Water Table, Walnut finish stock, half pistol grip, 
rubber butt plate. Made in 12, 16, 20 and .410 gauge. 
Barrels 26 to 32 inches. 


MODEL 3150—Double Barrel Hammerless Shotgun. Bar- 
rel and lug forged in one piece. Proof-tested. American 
Walnut stock, checkered. Made in 12, 16, 20, and .410 
gauges. Barrels, 12 gauge, 28”, 30” and 32”; 16 gauge, 
28” and 30”; 20 gauge, 26” and 28”; .410 gauge, 26”. 
The 12 gauge 32” and .410 gauge have both barrels full 
choked. All other gauges and lengths are left barrel full 
choke, right barrel modified choke. Lyman Ivory Sights 
(2). 




















MODEL 3151—Double Barrel Hammerless Shotgun. Same 
» specifications as above, except fitted with Jostam Anti- 
Flinch Recoil Pad. 


J. STEVENS ARMS COMPANY 


Makers of Springfield Arms Company Sporting Arms 
CHICOPEE FALLS, MASS. 
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TO MEET COMPETITION 
AND MAINTAIN QUALITY 


Order through your Jobber 


WORCESTER, MASS., U. S. A. 





“Bay State” 
Single Barrel Shotgun [ 


HARRINGTON & RICHARDSON ARMS CO. 

















Winners 


FISH-FANS are on the verge of their 
annual buying spree. Show them 
something they want and they'll buy 
— NOW. Handy men, too. Outing 
Tackle, and Tool Boxes are just what 


The MASTER ANGLER, finest 
tackle box ever designed. Ac- 
tually sells on sight. 

Below, PRIZE ANGLER, strong, 


urable, 
moderate- 


ge = you need to start spring trade. 
ocket 
ait box. Complete Catalog, Free 
See Our 


Catalog. 


TOOL BOXES 





Send coupon for beautiful catalog in 
natural colors showing Outing’s com- 
lete line of Automatic Tackle and 
ool Boxes, Bait Boxes, Landing Nets, 
and Mail Boxes. Also latest factory- 
to-dealer discount proposition. No 

obligation. Send today. 
Elkhart, 


Outing Mig. Co. Fishers 


Pacific Coast Representative: McDonald & Linforth 
an Francisco, California 

r OUTING MANUFACTURING COMPANY 

401 Jackson St., Elkhart, Indiana 016 

Please send me your new catalog of Outing Tackle and 


Tool Boxes, and complete details of your dealer discount 
proposition. This does not obligate me in any way. 









Saves Time 
Tools, Temper 


a 


My name is_- 
OUTING TOOL BOXES are made in many styles and 7) 
sizes for every purpose and every purse. Nearly every jn i 
own ee 


man in town needs an Outing Tool Box. 





Outing Boxes 
are Trade- 














te 
Acknowledged most attractive, prac- 
tical mail box on the market. Selling 
fast wherever shown. Why not you? 


THE BIG ACE, in two styles, for 
tackle or tools, each style made in 
three sizes, is the sensation of the 
hardware trade. Write for more in- 
formation about these boxes. 
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MONTAGUE 


The World’s Favorite Split-bamboo Rods 





For Fresh 


Water For Salt 


Water 





The Rod Named 


“Trail’’ 


that Edwards & Walker 
of Portland, Maine, sold 
to John Allen last spring 


HE tackle salesman in_ the 

Edwards & Walker store in Port- 
land, Maine, gave both John Allen 
and his store a good break when he 
handed Mr. Allen a Montague 
“Trail” Fly Rod to examine. 


Mr. Allen bought it—an 81, ft. 4 oz. 
trout rod, Montague’s $20 medium 
grade. 


With his new Montague “Trail” 
Rod Mr. Allen caught the largest 
brook trout taken in the United 
States and entered in the Field & 
Stream, 1930, Big Fish Contest. It 
weighed 6 lbs. Says Mr. Allen: 


“Since that time this ‘Trail’ rod of 
mine has handled many other trout, 
salmon and bass, been out in all kinds 
of weather and had not the best of 
care, but still handles a fly and looks 
just as perfect as the day I got it.” 





It pays to sell quality fishing rods 
at popular prices—Montague Rods. 
The world’s most popular make in 
split-bamboo. Made for every kind 
of fishing, in fresh water and salt 
water. Retail, $60 to $6. Your profit 
on each sale is better than you would 
get from selling several ordinary 
rods. 

Order Montague Rods TODAY. 








Leading jobbers sell the 
best . . . Montague Split- 
bamboo Rods. Highest sal- 
ability, real big-fish-getting 
merit and dependability. 
Write NOW for new com- 
plete Catalog and Prices. 


MONTAGUE 


ROD AND REEL COMPANY 
World’s Largest Manufacturers of Split-bamboo Rods 
Drawer A-O-4. Montague City, Mass. 




















No. 98 
All Metal Coaster Wagon 
Sets a New Standard of 
Value in its present price 
class. 
35” x 1514” x 5” extra heavy ribbed steel bed. 
10” roller bearing balloon wheels. 74” heavy rub- 
ber tiring. Polished nickel hub caps. %” steel 
axles, heavily braced front and rear. Heavy steel 
sides rolled top and bottom, embossed panels. 
Compare with others before you buy. 





A Larger, , 
Finer line of 
Wheel Barrows , 


Write for Complete Information and Prices 


























No. 53-63-73 COMBINATION 


Built of the same heavy steel as the larger coaster 
wagons, and as strong and sturdy. One piece 
drawn metal beds, heavily braced for long, hard 
abuse. Win trade appreciation with SON-NY 
quality. Write for complete information and new 
low prices on Son-ny coasters and playground 
equipment. 


The Dayton Toy and Specialty Co. 
1114 Bolander Ave. Dayton, Ohio 
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New ch Si 
Two-Car a _iah 


Racer 


ik 


Tense 
Continuous 
Action 


Real fun for young and 
old. Requires just 
enough skill to hold 


interest. To Retail for $1.00 
Be Sure to See This New Number 


At the Spring Toy Fair in New York 
April 20 to May 2 


On Display in Our Permanent Showroom 
ROOM 461 
FIFTH AVENUE BUILDING — NEW YORK CITY 


Full details and discounts on request 


THE CONESTOGA CORP. 
Main Office and Factory: Bethlehem, Pa., 
U. S. A. 


Export Dept.: Office, No. 605, 130 Pearl St., 
New York City 





BiG-BANG 








A WISE SELECTION 
HERCO 


For Long Range Loads 
HERCULES E. C. 


INFALLIBLE 
For Trap and Field Loads 


Each hag specific advantages-of interest to shooters. 














HERCULES POWDER,COMPANY 


INCORPORATED 
910 King Street, Wilmington, Delaware 


















SALES PLAN FREE ON 


RICHARDSON’S 
Act Roller Skates 


You don’t have to send in an order to 
get this tested, salesmaking program 
free. It is complete with promo- 
tional material and 
shows how to de- 
velop volume  busi- 
ness for you in a 
ready made market 
at a generous profit. 
You make twice the 
profit per pair on 
Richardson’s, the 
world’s best skate. 
Send for the FREE 
plan today. 


RICHARDSON BALL BEARING SKATE CO. 
3312-18 Ravenswood Ave., Chicago, IIl. 
Established 1884 





























THE NEW 


IVER JOHNSON 
22 SAFETY RIFLE 


Nothing Like It on the Market: 


Super Safety Has Made It The 
Most Popular 22 In America 


— 


Iver Johnson's Arms @ Cycle Works 


FITCHBURG, MASS 


ORK CHrRICAGO 
t 1OS W Lake 


SAN FRANCISCO 
Marhet ree 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and een 
Retail Hardware Stores in U. S., Canada and Forei 
Chain Hardware Stores in United States and Cana 
5, 10, 25c to $1.00 Syndicate Stores es hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
a Order Houses handling hardware and housefurnishings. 

enware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer's sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there “Lave 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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The Shooter Who Get Bull’s-Eye 


Aims for Accuracy 


always protects his rifle, shotgun or pistol with e 
Casting Reels 


HOPPES 


WORLD-FAMOUS 


Gun Cleaning Products a 


HOPPE’S NITRO POWDER SOLVENT No. 9 
HOPPE’S LUBRICATING OIL 
HOPPE’S GUN GREASE 

Every Sportsman knows 
these high quality prod- 
ucts, 

Your jobber will sup- 
ply you. 


FRANK A. HOPPE, Inc. 
2314-H N. 8th Street 
PHILADELPHIA, PA. 


Our new 16-page 
Guide for Gun 

Protection, imprint- 

ed with your name, 

will bring many 
new customers to 
you. Write for a * 

copy and advise opularit 
how many you can 

use. 































A No. 100 Level- 
‘Me Winding Reel 








\ UCCESS in catching fish is the big reason be- 
| hind the positive great popularity of the famous 
Meisselbach Bull’s-Eye No. 100 Level-Wind Casting 
Reel. Success due to straight casting. 

For its fourth season the Bull’s-Eye is again run- 
ning away with popular interest. First choice at 
tackle counters all over the country. The biggest 
buy for $5 ever offered in a bait casting reel. 














Makes Them Sell i. ; 
The best buy for what it is as well as for what it 
“Gold Medal’’ Cots have been the choice of experienced campers, explorers does. Large ample 100-yard size. End plates of 
and military and boys camps for over 39 years. Not alone for the comfort J z . 
they provide and their ready portability, but because they remain, year after polished Permo in choice of black, red or green. 
year, the best value on the market. The frame of every ‘‘Gold Medal’’ Cot Rustl ickel 1 . d adi ble b . 
is made of Northern Rock Elm—the cover is 12 oz. specially woven duck, ustiess nickel steel pivots and a Justable bearings 
to stand long, hard use. : . 
of phosphor bronze. Nickel silver spool flanges. 
Gold Medal Folding Furniture Co., 17 Packard Ave., Racine, Wis. P P - i wa bg 
mbanenine |< ect Deep anchored anti-wrack pillars and rigid one-piece 


underslung seat. Silent, free running precision-cut 
gears. Best level-wind made. The center of attrac- 
tion in any tackle display. | 

Push genuine Meisselbach Bull’s-Eye Reels for 
popularity. Peps up all tackle sales. 

Genuine Meisselbach Fishing Reels, made in all 
styles, are sold by leading jobbers. Complete Catalog 
and Price lists on request. 


The A. F. MEISSELBACH Division of 
THE GENERAL INDUSTRIES CO. 


3136 Taylor Street, Elyria, Ohio 
Manufacturers of the Original and Genuine 


Meisselbach Fishing Reels of Quality 





Pacific Coast Representatives: Phil. B. Bekeart Co., 717 Market Street, 
San Francisco, Calif. 








Zz . 

99 
The style and color of ‘Gold 
Medal’’ Folding Furniture, dis- 


played in your store and windows, TRADE’ WARK REC. U. &. PAT. OFF. 
will attract trade. Write today Fi ° Hy 
for beautiful catalog showing the ‘olding Furniture 


1931 line in colors. 
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Sales 


Appeal 
Mr. Dealer... 


HERE is only one kind 
of appeal in which you 
and | are interested and that is Sales 


Appeal. 


“True Temper” Fishing Rods have it. 
They have demonstrated this in the 
past six years by a constantly increas- 
ing sales volume that has averaged a 
twenty per cent increase in sales 
each year. Dealers have benefited 
accordingly. 


The reason for this is a basic excel- 
lence that has produced results for 
the fisherman—given him faster sport 
and better all around results than any 
other type of rod he could buy. 


This year, for the first time, rods 
of “True Temper” make have been 
placed within the reach of every 
fisherman. 


This has been done by our round 
section rods. The SC series retails 
at $5.00, the RC series at $3.00. 


Advertising in outdoor magazines to 
a million sportsmen each month is 
adding fuel to the desire for “True 
Temper” Rods. Is your stock com- 
plete? 


Prices slightly higher on the Pacific 
Coast and in Canada. 


The American 
Fork & Hoe 


COMPANY 
Sporting Goods Division 


CLEVELAND, OHIO 





marvelous ACT O N 











The True Temper Toledo, 
king of fishing rods, made 
in three popular grades, 
three different finishes, 
two kinds of mountings, 
various lengths, three de- 
grees of stiffness. Priced at 
$9.00 to $15.00. Other rods 
of True Temper make from 
$3.00 upward. Write for 
catalog. 





MUSKELLUNGE- J 


HEN you hook up with a legping bass or 

a plunging musky that’s a cross between 
chain lightning and a charge of dynamite... a 
“True Temper” Rod is the sure answer. 


This rod with its one-piece tip of rapier steel, clock 
spring tempered and hand ground to give perfect ac- 
tion, reins him in. Its marvelous action meets every rush 
with a relentless yielding strain that saves the rest of 
the tackle. Its lightning recovery meets every leap with 
a tight line that foils his attempt to shake the hook. 


Other rods may “look something like” a “True Temper” 
Rod just as a carp may “look something like” a bass, 
but that's all. Every genuine “True Temper” Rod has 
our trade mark. All others are spurious. 


THE AMERICAN FORK & HOE COMPANY 


Sporting Goods Division 
1940 KEITH BUILDING CLEVELAND, OHIO 


Casting with a True Temper Rod. Take it easy ... the rod will do the work. 





(3) Release 


(1) Start (2) Backswing 





> = 
FISHING Roos 
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sired boring. 





THE FOX STERLINGWORTH 











Its trustworthy shooting qualities, its strength and dependability, under every and all conditions, so pro- 
nounced as to cause Theodore Roosevelt and scores of other fastidious shooters to say “‘No better gun 
was ever made,” have placed the FOX STERLINGWORTH in the forefront of shotgun sales and profit 
makers. This nationally advertised and world known leader has— 


Three piece lock, with integral firing pin and hammer of nickel steel; a rotary taper bolt 
that automatically compensates for wear (a Fox will never shoot loose); coil springs; 
stock and fore-end of fine American Walnut; fewer working parts than any other shot- 
gun. It is made in 12, 16, and 20 gauges, barrels 26, 28, 30 and 32 inches, any de- 


To retail for $36.50. 


THE FOX STERLINGWORTH DE LUXE, same as the famous Fox Sterlingworth but is equipped with a 
soft rubber Recoil Pad and two Lyman Ivory Bead Sights, retails at $39.50. 


A. H. FOX GUNS 


Made by SAVAGE ARMS 
CORPORATION, Utica, N. Y. 
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ASKING 
THE RIGHT 
QUESTIONS 


Hier are Six sales servants, 
Ready to serve you NOW! 
Ask Who, and Why, and Where, 


And Which, and What and 
How. 


The best way to get informa- 
tion is to ask questions. And 
good sales start the same way. 


“Who do you know who uses 
good saws?” 

“Why do they do better saw- 
ing?” 

“Where is the best place to 
use them?” 


“Which saws are best?” 
“What are they worth?” 


“How do they use them?” 


Get the answers to these ques- 
tions and keep asking. You will 
find you are attracting atten- 
tion to the real facts about the 
value of quality in service. You 
will gather information from 
actual cases that gives you the 
best sales material in the world. 





Before you start to sell you 
must tell—and before you can 
tell you must ask. 


There is no time clock on ask- 
ing questions. The best selling 
starts outside the store—outside 
of business hours. If you are 
interested in selling you must 
be interested all the time. 


Learn the value of ATKINS 
Saws and Tools by asking ques- 
tions. And you will learn who 
will buy them, why they need 
them, where to sell them, which 
to sell, what to say and HOW 
TO SELL! 


2§ 





SIZING UP YOUR CUSTOMERS 


eS 

O make customers—make friends—because friends make customers,” 
says Sam Sayles in his talk next week. If making greater sales and profit in- 
terests you, so will Sam’s weekly heart-to-heart talk in Harpware Ace, April 


16th. Be on the lookout for it. 


Would you like to receive the complete series of Sam Sayles talks? Send us 
your name and business connection and we will put you on our FREE mail- 


ing list. Of course, there is no obligation. 














No. 3B 
Nest of Saws 


a | 
— 


© onrans a 12” keyhole, 
14” compass blade and an 18” 
special nail-cutting blade. 
When nails or other metals are 
encountered, you may easily 
cut through the metal with the 
nail-cutting blade and proceed 
with your regular hand saw. 
Adjustable pattern handle. 
Carpenters, Electricians and 
Plumbers need these in their 
kits. 


If you will make a display 
of Atkins SILVER STEEL 
Saws and use Atkins display 
material you can establish your 
store as headquarters for qual- 


ity merchandise. 


There is a best in everything 
and in Saws—it’s ATKINS. 


Atkins Saws are described 
and illustrated with a lot of 
good sales talk in our new 
“Atkins Saw Book.” You can 


have a copy for the asking. 
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When They Sell to Individuals 
They Are Retailers, Not 
Wholesalers 


N regard to our recent editorial “Catalogs, 
Purchasing Agents, and Dealers’ Discounts,” 
a Pennsylvania hardware merchant writes as 


follows: 


“This sounds as though you are running on the 
right track. I have been hoping for this for a long 
time. Give them more of it. To my way of think- 
ing that type of competition is one of the worst we 
have to contend with. The manufacturers not only 
buy for their employees everything they want from 
soup to nuts, but buy for-all their friends as well. I 
think you can do some good if you give them a little 


— 


Since we wrote the editorial referred to, several 
more catalogs have drifted in. It’s wonderful what 
the magic title “Purchasing Agent” can do for 
catalog request. One letter signed as Purchasing 
Agent of a non-existent company, brought a ponder- 
ous catalog to the home address of a certain friend 
of ours. With it was the familiar yellow slip carry- 
ing the 50 per cent so-called dealer discount. An 
order for a waffle iron was filled and shipped to 
this man, and the discount granted. In fact there 
was an extra 6 per cent granted because cash ac- 
companied the order. The price paid was in line 
with that which jobbers are able to quote the retail 
hardware merchant. 4 


This catalog was sent to a home address ap- 
parently with no investigation as to whether any 
such firm existed. It was addressed to an 
individual, with the qualifying term Purchasing 
Agent after the name. When the order was sent in, 
the firm issuing the catalog accepted a money or- 
der and sent the waffle iron to the individual. Cer- 
tainly there can be no valid claim to “wholesaling” 
in such a case. 


True the catalog in question deals largely with 
jewelry, but it does quote some cutlery, some alu- 
minum ware, and a lot of electrical appliances— 
goods which are regularly sold by hardware whole- 
salers and retailers. 


Again we say the manufacturer has a certain re- 
sponsibility in this matter. That responsibility in- 
cludes having a reasonable knowledge of how his 
goods are distributed. Any firm that ships mer- 
chandise at dealer’s discounts direct to individuals, 
whose sole claim to wholesale prices, is the title 
Purchasing Agent, is not a wholesaler. 


It is a retail firm and should be treated as one by 
the manufacturers whose goods it handles. 


Hew 8 Bre _ 


33 




















x ~ aRpwaRre AGE for APRIL 9, 1931 





A Memory Like an 
Elephant 





The man who skins his knuckles and barks his shins on a 


McKinney Policies 
cranky garage door doesn’t forget the ordeal over night. 


There is a decided trend 


among progressive whole- There is something about garage door tragedies that 
salers and retailers to makes them bob up ghost-like when garage hardware 
SH F icon gamatel : is to be purchased. . .. There was a time when 
ail ne canes every garage hardware prospect was.a babe-in-the- 
bisihiieiens asi ile: woods. But today ninety-nine out of a hundred 
quiries. It is the have had experiences. . . . The hardware 


modern way of M E merchant who studies conditions as a guide to 
domg piesa cKINN 7 his own business today selects his garage hard- 
Mensoney por ware with special care. And such merchants 


cles are so HARDWARE find McKinney Garage Hardware ideal. 


clear-cut that : ; 
Here is hardware for the garage designed 


they can be pre- P 
sented in black for Builders and produced by experts in builders’ hard- 
and white in this ware. Every piece is made with a precision 
small space. ead that makes it perform despite adverse weather 
aeconery ~~ pronur’s conditions. And most important from the re- 
are not sold to chatn- : ; : i : 
tailers’ standpoint: the McKinney name is well- 


stores or mail-order 
houses. Second, develop- 
ment work is concentrated 


known to contractors and consumers and is ac- 
cepted by both as the certain guarantee of absolute 


on the perfection of spe- satisfaction. . . . If you are not familiar with 
cialties that “oa sriiesspee’ +9 the latest developments in McKinney Garage Hard- 
es soda: ware send for full information. McKinney Manu- 
rom . ° ° ° 
facturing Company, Pittsburgh, Pennsylvania. 
f : | 
nVe Ant femmey Ly 
bresident 


Buy 
from your 


Jobber 


HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 















































225 Main Street Phone: Chardon 58 


The Parks & Barker Company 
HARDWARE 
CHARDON. OHIO 


COPELAND 
Electric 
REFRIGERATION 
MAYTAG Dear r. and ree. Bee a a 


Electric 
WASHERS 





s ; . 
Bins 
oe 


new baby and the fathe 


H richost blessing ni 
oo chains of affection draw then ever closo throuch the 
RANGES years to come, lay your ambitions and ideals for this 


weloone addition to your family eirole be realized, 

Yay his life be long and, in the evening of your orm 
EUREKA lives, bring to you that contentment and satisfaction 
whieh should be yours for a service well rendered. 


Electric 
Sica The Chardon Savings Sank and The Paris 
& Barker Company jointly present a gall token, which 
MYERS is enclosed, of their real interest and weloome to 
rly vour son and with best wishes for his future prosperity. 
PUMPS May the pases of this dainty booklet _ 
record events of joy and gladness; the round of happy as 
sacmnat: days that are the sweetest years of life === the years Hh Q 
e of infaney- —-_  , 
) 
LAMPS A Liberty Bell bank will be given you iii 
if you will oall at the Chardon Savings Sank and present reetings ty 
WAYNE this letter. 
Oil 
BURNERS Very truly yours, 
PLUMBING 
HEATING Pere Ree 
The Parks & Barker Company 
SHEET METAL : 
WORK Be H. Daringer 


3S 
unclosure/1 
en evecTaic 


WIRING (NOTE: In case the baby is a girl, the wording is change: 
above to conforn, ) d 


Parks & Barker a 
Start a New (Zeer ee 
Bank Aeeount (4-: ite : 








THE CHaRDO 
IN 
SAVINGS 
Chamece ANK CO 






"ting 





Awe Oren 630 104 @ 














HE Parks & Barker Co., Chardon, Ohio, de- 

cided to present a bank book with a nominal 

deposit entered therein to all the babies born 
of parents living within this firm’s trading area. 
Knowing that the Chardon Savings Bank had a 
unique and unusual pass book which they gave out 
with accounts opened for babies, an interview was 
arranged with Burt Kile, cashier of the bank. Mr. 
Kile, it seems, had been giving the same subject 
consideration to accomplish a similar purpose for 
his bank as the Parks & Barker Company was try- 
ing to achieve. 

Mr. Kile said that it 
usually cost his bank 
about fifty cents to se- 
cure a new savings ac- 
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count and that while children’s 
accounts did not bring in any 
large percentage of the savings 
deposited, they usually were not 
disturbed until the children 
reached the age of fifteen to 
twenty. Adult accounts were 
drawn on much more frequently 
and deposits were not as regular 
as with children, although the 
amounts involved were larger. 


Cooperated with the Bank 


Mr. Kile then proposed to co- 
operate and divide evenly the 
expense of sending out the pass 
books. The Parks & Barker 
Company had intended to present 
a deposit of $1.00. In view of 
the fact that the bank would sup- 
ply a nickel-plated replica of the 
famous Liberty Bell to be used 
as a home bank by the children, 
the hardware firm agreed to han- 
dle all the detail work entailed 
by this arrangement. 

The names of babies are se- 
cured from newspapers, local 
registrars of vital _ statistics, 
neighbors and friends. In a few 
instances, the books were not sent 
out because the parents were so 
slow in naming the child. In one 
case, they had not named the 
baby three months after its birth. 

These pass books have a raised 
grain or polychrome finish. The 
basic color is baby blue with 
high lights rubbed with silver. 
The cover shows in relief an old- 
fashioned chest with the inscrip- 
tion, “Baby’s Treasure Chest.” 
The fly-leaf provides space for 
“Greetings to M . This 
pass book and the deposits shown 
therein are tokens of our real 
welcome and good wishes for 
your education and prosperity.” 
The name of the bank and the 
hardware firm is written under 
this inscription. Another page is 
headed “Baby’s Book.” It has 
space for writing the baby’s 
name, date of birth, mother’s 
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name, father’s name, weight at 
birth, attending doctor’s name, 
date of first laugh, word, tooth, 
shoes, walk, prayer, first day in 
school, first reading and _ first 
writing. In the back are three 
pages for memoranda; one page 
for recording birthday deposits, 
year received, from whom and 
the amount; and another page 
for listing other occasions, with 
date, nature of occasion and the 
amount received. 

These pass books are sent out 
with a letter of felicitation to the 
parents with best wishes of the 
donors for the baby’s future 
welfare. 

Written and verbal expres- 
sions of gratitude by this firm’s 
clients indicate that these books 
serve the intended purpose. 
These books come to the home at 
a time when it is filled with joy, 
gladness and welcome for the 
new arrival. Favorable and last- 
ing impressions are then easily 


made. The commercial aspect, 











which produced the motivating 
thought, is not given any con- 
sideration. The pleasure and 
sincere satisfaction evidenced by 
the parents who have been the 
recipients of these pass books for 
their babies when they express 
their thanks is full recompense 
for the small expense outlay. 


Cost Is Low for Results 


The Parks & Barker Co. feels 
that the cost of this project is 
considerably below the advan- 
tages which will accrue from it. 
This opinion comes after only 
a year of operation under this 
plan. It believes that each year 
will bring returns far in excess 
of its aspirations. 


Birthday Reeords 


In the desk calendar of one 
executive of this firm is recorded 
the birthday anniversary of each 
of these little tots to whom these 
pass books have been sent. A 
notation of these events is also 
made on the previous day. On 
that day it is determined whether 
this child is still living, and if 
so, a birthday greeting is sent to 
the child so that it will arrive on 
the next day. This procedure 
will be followed so long as the 
child remains in the community. 
Undoubtedly-some problems will 
arise for which no definite pro- 
vision has been made and which 
will, of necessity, be solved on 
the merits of the individual 
cases. 

Those who wish to adapt this 
program to their own use must 
be sure that the parents have not 
been bereaved of the child at the 
time you send out either the pass 
books or the subsequent greet- 
ings. Such procedure, even with - 
the best of intentions, would 
bring heartaches which could not 
and would not react to any ad- 
vantage of the firm employing 
this plan. 
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Eugene Browm of 
Warren. Ohio, with 
other noncompet- 
itive merchants 
has discovered a 
way to get a hear- 
ing with the public 
in competition 
with department 
and mail order 
stores enjoying 
huge advertising 
appropriations. . . 





How We Secured 


Full Page Ads 


atHalf P age 
Cost 


EUGENE 
BROWM 






ULL page advertising space merchandising. The problem _ haps the situation in Warren, so 





at half-page cost should of waging a campaign for busi- far as newspaper space is con- 

" appeal to all hardware ness on a limited advertising cerned, is no different than in 
| merchants in this day of keen budget is a perplexing one. Per- many other cities. In our city 
37 


APRIL 9, 1931 











of forty thousand persons prac- 
tically all of the better known 
chain and mail order systems are 
represented with stores. Ap- 
parently most of these have un- 
limited advertising appropria- 
tions as they are large and 
consistent users of newspaper 
space. In addition, two live de- 
partment stores have very liberal 
advertising budgets. 

The dominant space used by 
these concerns in the local news- 
paper certainly dwarfed our 
modest advertising program of 
24 in. per week. It has been 
quite a problem to compete with 
these concerns, in the matter of 
advertising, but we increased our 
advertising space without increas- 
ing our advertising budget. 

We experimented with three 
plans before finding a satisfac- 
tory one — cooperative publica- 
tion in newspaper form, issued 
by non-competing merchants with 
a generous saving in costs. 


On the Right Track 


Immediate results convinced us 
that we were on the right track. 
We felt certain that if the neces- 
sary cooperation were secured, 
it would be possible to cut the 
cost of display advertising in 
half. At the same time,.we be- 
lieved that results would be equal 
to more expensive advertising in 
other mediums. 

We desired the following fac- 
tors in the publication to justify 
our efforts: (1) The circulation 
must be close to newspaper cov- 
erage. (2) The cost must not 
be more than half the newspaper 
rate. (3) The merchants should 
be non-competing. (4) The size 
should be limited to four pages. 
(5) ‘The advertisements must 
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Cooperative advertis- 
ing was the weapon 
that Warren. Ohio, 
merchants used against 
the huge advertising 
appropriations of the 
department and mail 
order concerns. It cost 
them much less, too. 


feature genuine values or special 
announcements. 


They Know Their Areas 


We analyzed our trading ter- 
ritory and found 10,500 fami- 
lies, who considered Warren as 
their logical buying center. 
These homes were divided into 
two divisions: 8500 can be 
reached by house-to-house dis- 
tribution, while 2000 are reached 
by R. F. D. Our advertising cost 
in reaching these 10,500 homes 
is based on two items, printing 
and distribution. This cost 
amounts to $148 per issue and is 
divided among the cooperating 
merchants according to the space 
used. 

The cooperative cost is $37 
per page or about 314 cents per 
family. Each cooperating mem- 
ber agrees to advertise in six 
successive issues or more. 


Only Non-Competing Stores 


Every effort is made to have 
only - non-competing stores. 
Drug, hardware, shoe, furniture, 
wall-paper, ladies’ ready to wear 


and men’s furnishing stores are 
the present participants in. our 
plan. Each advertisement has 
undivided reader attention for 
the line of merchandise it fea- 
tures. Each advertisement takes 
on the mantle of individuality 
very much as if each store was 
issuing its own piece of direct 
advertising. As a result, the 
“copy hits the buyer’s mind di- 
rectly, instead of confusing him 
with varied claims as to the price 
and quality, on the same articles, 
by different stores. 

Before we arrived at the four 
page form, we used a six page 
paper with the front page de- 
voted to specials. While the six 
page form makes a neat appear- 
ing publication, the additional 
printing cost, plus the absence of 
revenue from the front page 
makes it far more expensive than 
the four page form we are now 
using. The present form has the 
additional advantages of having 
but four pages for reader atten- 
tion, instead of 16 to 30 pages 
as in most newspapers. Further- 
more, it is short and snappy, 
easily read and handled. 

The front page position of our 
“Buying News” is rotated among 
the merchants. Every _ third 
issue, this preferred position is 
given the advertiser at no extra 
charge. This avoids any dissen- 
sion regarding “best positions.” 
Space at the top of each page 
and an occasional column down 
the side are left open for special 
bargains, news items, recipes, 
style news, garden information, 
household news and _ pertinent 
and timely announcements. This 
newsy copy is widely read as we 
have numerous calls for the 
“specials” and also requests for 
the free garden and recipe books. 
This copy offers great possibili- 
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ties for introducing various store 
services which would be over- 
looked in display space. Free 
“want ads” and local news items 
are to be featured in later issues, 
which will make the reader’s 
attention automatically center on 
this type of advertising. 


Cireulation Methods 


Our circulation of 10,500 is 
distributed by two methods. Two 
thousand are mailed to box- 
holders on rural free delivery 
routes, while the balance is 
distributed from house-to-house. 
We plan to enlarge our circula- 
tion on rural routes in an en- 
deavor to attract customers of 
this class to Warren from greater 
distances than our present radius 
of 12 miles. 

The mechanical method of 
this rural circulation is handled 
in this manner. A list of box- 
holders on each route in the 
county is secured from the local 
postofice. We use a_ rotary 
stamp which prints the route and 
route number for any séction of 
the county. The papers are im- 
printed with the regulation postal 
permit for penny postage. The 
permit system eliminates affixing 
postage. As the papers come 
from the printing press with a 
quarter fold, no further work is 
required for mailing except 
stamping each copy with the 
R. F. D. stamp, and tying the 
papers into separate bundles for 
each route. 


Divide City in Sections 


We have Warren mapped into 
sections of 400 homes per sec- 
tion to facilitate house-to-house 
distribution. One carrier is al- 
loted to each section, for which 
he assumes the entire responsi- 
bility. The carrier gets the pa- 
pers and delivers one to each 
home in his territory. He is re- 
quired to place the paper be- 
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tween the door knob and the door 
jamb, which insures safe de- 
livery. The slight rattling noise 
accompanying this method of 
delivery, usually brings the 
housewife to the door within a 
few seconds. We have observed 
that the “Buying News” coming 
from local merchants, is invari- 
ably carried into the home, just 
the same as a newspaper or a 
piece of direct mail. 

None are placed haphazardly 
on porches, nor placed where 
they cannot be readily seen and 
picked up. We check the ac- 
curacy and completeness of every 
distribution in a general way. 
However, certain sections receive 
a thorough check by inquiring at 
homes if they have received their 
copy. This checking keeps the 
carriers on their toes, as they 
realize that a negligent distribu- 
tion will result in loss of their 
routes. 

In the smaller centers, sur- 
rounding the city proper, we 
have local carriers who cover 
their entire village or township. 
The papers are delivered to them 
via truck, and they immediately 
begin circulating every home in 
their section. Thus, we cover 
every home in our trading area 
with a guaranteed circulation, at 
a very moderate cost. 


Date of Issue is Vital 


The issuing date of the “Buy- 
i os ; 
ing News” is vitally important 
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Learn how these Ohio 
merchants get atten- 
tion for their advertis- 
ing with small outlay 


for best results. Any haphazard 
day will not do for distribution. 
The paper should be in the cus- 
tomer’s hands when he_ has 
money to spend. Warren being 
a mill town, the two pay weeks 
are the best weeks in the month. 
We therefore issue our “Buying 
News” on Thursday of the last 
pay week of each month. Thurs- 
day is an advantageous day for 
two reasons. First, the rural 
trade comes to town in greater 
numbers on Friday and Satur- 
day. Second, two-day “specials” 
can be very conveniently run on 
these two days with excellent 
results. 

This form of advertising does 
not eliminate but supplements the 
newspaper advertising schedule. 
We use the newspaper and other 
forms of promotional advertis- 
ing to tie right in with the main 
plan of the “Buying News”— 
that of lower advertising costs. 
Effectively combining these other 
advertising aids goes a long way 
toward making the plan a real 
advertising success. It is quite 
necessary also, that the member 
merchants display their adver- 
tisements on their store win- 
dows and arrange interior dis- 
plays, which will impress the 
customer with the values fea- 
tured in the “Buying News.” 

This cooperative advertising 
plan of ours may still be in its 
infancy, as far as future devel- 
opments are concerned. We feel, 
however, that the fundamental 
features are sound. We are in- 
corporating the desirable meth- 
ods of advertising. Our combin- 
ation of the advertisements is 
non-competitive; we are getting 
complete circulation; we are im- 
pressing the customer with the 
“Buying News” atmosphere of 
“something special,” and most 
important we are saving dollars 
and cents. 
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Every community has some outstanding identity 
that will serve as a background motive as did the 
Chicago Loop for the Walker Co., Oak Park, Iil. 
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Price for 


TOYS 





“© 4 DVERSITY affects the toy 
A trade less than any other 

line,” believes Lester R. 
Walker, of the Walker Co., Oak 
Park, Ill. “The American par- 
ent, despite whatever handicaps 
he may encounter, is determined 
to see that the kiddies have plenty 
of playthings. Depend upon it. 
Our Christmas trade demon- 
strates the fact to our entire sat- 
isfaction. Every other depart- 
ment showed something of a 
slump. But the toy department 
came through with a 50 per cent 
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LESTER R. 
WALKER 


increase, every nickel represent- 
ing cash business. 

“We shall continue to push 
playthings the year around, but 
we will emphasize dollar toys 
more than ever. That is the only 
modification of our toy policy 
that we have in mind. One dol- 





lar is the magic price in our toy 
department. Experience has 
shown us that and we are going 
to be guided accordingly. The 
toy priced at a dollar often sells 
when other toys won’t budge. 
There is no denying that the av- 
erage consumer is pressing for 
price and we naturally buy to 
sell in accordance with his well- 
pronounced views. While there 
are some toys that we must sell 
for much more than a dollar and 
sometimes less, we feature as 
many dollar items as possible. 
They are usually active. 


How Prices Range 


“Some of the toys we sell at a 
dollar are: Dump truck, steel 
zeppelin, hook and ladder, army 
truck, airplane, wheelbarrow. 
All of our shooting games, in- 
cluding five wise birds and 
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RII CIPS Te ery 


crows in the corn, range in price 
from $1 to $1.50. William Tell, 
however, is priced at 50c. All 
steel wagons sell well up to 
$4.50. Our best-selling doll 
buggy is priced at $5.50. Dolls 
are not going so well as a year 
ago, when they sold freely up to 
$6. Now our top limit is about 
$5. Our most popular doll num- 
ber sells at $1.85. Our most ac- 
tive velocipede brings $7.95. 
Games enjoy a ready sale and 
most of them are priced at $1. 


Toy Business Won’t Let Up 


“In my opinion there will be 
very little let-up in the toy busi- 
ness this year. It is one of the 
best stimulators of hardware 
trade that I know anything about. 
If my advice were sought, I’d ad- 
vise any hardware man who has 
the space to put in a good stand- 
ard selection of playthings and 
push them from Christmas to 
Christmas. The hardware mer- 
chant must specialize depart- 
mentally and toys offer a splen- 
did opportunity to do so. Play- 


APRIL 9, 1931 





ground equipment sells readily 
with us, and we will soon start 
to display it. Our popular seller 
in slides is priced at $12.50. 
Swing and trapeze sets sell at 
$21 and up. Sand boxes, with 
or without umbrellas, are priced 
at $5 and upward. Such equip- 
ment moves freely through April, 
May and June, and is a fine 
builder of profitable volume. 
Electric trains are always good, 
although we are watching our 
stock closely. Jobbers can help 
the dealer in this respect.” 
William Lambe, who is direct- 
ly in charge of the Walker toy 
department, expressed his views 
as follows: “We have to pep up 
our line of playthings every now 
and then with new offerings. 
That keeps the youngsters and 
their parents interested. Manu- 
facturers should be bringing out 
more new numbers. It seems to 
me that the current demand jus- 
tifies such a policy. Among our 
best-selling toys these tiny auto- 
mobiles are in brisk demand. 
Games are also very popular. 


Some of our best games are 
bridge keno, Lincoln logs, Win- 
nie Winkle, blocks, color cubes, 
letters and anagrams, anagram 
antics, Bradley’s beaded peg 
board, chemcraft, dominoes, 
table croquet, mosaic, construc- 
tion sets, checkers and backgam- 
mon. A few of these items might 
not be classified as games, but 
they are near enough for our 
purpose. Ping-pong is staging 
a rapid come-back. Movie-land 
keno and whoopee are two other 
good game numbers. 

“Games of authors, birds, 
flags and flowers are popular. 
Puzzles and games for the sick- 
bed are in almost constant de- 
mand, especially at this time of 
the year. 


Thirty-foot Toy Display 


A thirty-foot stretch of wall 
cases is given over to displaying 
games in the Walker toy depart- 
ment. All fixtures in the depart- 
ment are painted green with a 
trim of black. One showcase, oc- 
cupying a prominent position, is 
devoted to materials for building 
mdédel airplanes. It contains 
plans, balsa wood, rubber mo- 
tors, cement in tubes, tissue for 
skeleton wings, birch dowels, 
etc. The stock of balsa wood 
looks like a miniature lumber 
yard under glass. Boys up to 
eighteen years of age patronize 
this sub-department in the toy 
section regularly. Some idea of 
the business done in model air- 
plane materials can be gleaned 
from the fact that a $50 stock 
is turned about every thirty days. 
Mr. Lambe is convinced that the 
demand for such material will 
continue as long as there is a 
ship in the air. 
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ae PROFIT? 


CERTAIN _ hardware 
A dealer beamed happily 
as he glanced at his 1930 
profit and loss statement. Five 
thousand dollars profit! Not 
bad, thought he, not at all bad! 
He began dreaming of the 
luxuries five thousand dollars 
would buy, till his eye fell on 
his checkbook. The four hun- 
dred dollars there would cover 
only half the week’s invoices. He 
knew that. 
How in the world could a man 
make five thousand dollars 
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profit, yet not have a dollar of 
it to pinch between his thumb 
and forefinger? He'd call his 
auditor. 

“Your five thousand dollars 
profit,” said the auditor, “is 
right over there in those shelves 
and show cases. Shelf-profit I 
call it. Look here! Your stock 
increased from $30,000 last year 
to $37,000 this year.” 

“But it’s worth $37,000, every 
cent of it,” the merchant de- 
fended himself. 


“T hope you’re right! Never- 


Murray C. Freneh 
retail analyst, 
shows you the 
distinetion be- 
tween book, shelf 
and money profits 
=-don’t miss this. 
It may save you a 
lot of grief. 


theless, that $7,000 stock in- 
crease has absorbed the $2,000 
you had in the bank last year 
plus the $5,000 book-profit you 
made this year. 

“Ask any retailer—he will tell 
you he is in business to make a 
profit. I insist this is more ac- 
curate: 

“You are in business, not to 
make a profit, but to make 


money. 
A World of Difference 


“There’s a world of difference 
between profit and money. A re- 
tailer may make an actual legi- 
timate profit year after year and 
yet be a bankrupt, unable to pay 
his bills in money.” 

The auditor went on to explain 
the distinction between book- 
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profit, shelf-profit, and money- 
profit. 

Book-profit, said he, consists 
of a few figures on a piece of 
paper. It represents a gain of 
some kind. This gain may be 
in money. It may also be in 
stock, fixtures, accounts receiv- 
able, notes receivable, or any 
other form of assets. 


All Kinds of Profit 


The merchant, therefore, must 
delve into his annual report 
deeper than a casual glance at 
his “net profit” figures. He must 
search out the definite kind of 
gains that make up this “profit.” 

Shelf-profit is an increase in 
stock. 

Money-profit is the actual in- 
crease in the bank, available for 
dividends. 

Many a group of stock holders 
has met to declare dividends 
only to find the sole thing they 
had to “divide” was merchan- 
dise. That’s the tragedy of 
shelf-profit. 

“T warned you all year your 
stock was growing,” continued 
the auditor. “You argued that 
you needed the goods. I said 
you were slowing up your turn- 
over; you shrugged your shoul- 
ders. What’s turnover anyway! 

“T insisted you were piling up 
a heavy depreciation to be faced 
some day; you answered that 
your stock was good as gold. 

“But now—now when I show 
you your ‘good’ stock is keep- 
ing you from making any money, 
you are anxious to listen. In- 
deed you made $5,000 profit, 
but no money.” 

And so it goes. The only way 
he can get that $5,000 off the 
shelf and in his pocket is to re- 
duce his stock by $5,000. 

Suppose, on the contrary, he 
allows his stock to increase an- 
other $7,000 this year. Again 
he may make a book-profit of 
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$5,000—not at all improbable. 

Yet at the end of these two 
“very successful” years his 
creditors might be forced to close 
him out. His book-profit would 
be all shelf-profit. Creditors 
have a nasty way of demanding 
money. 

The commercial agencies 
would list the failure under 
“lack of capital.” But the under- 
lying reasons would be too much 
shelf-profit, not enough money- 
profit; too much buying power, 
not enough selling energy; too 
much yes-power, not enough no- 
determination. 

Whenever book-profit is main- 
ly shelf-profit rather than money- 
profit, then that stock increase 
begins to be a millstone around 
its owner’s neck. It is a liability, 
though listed as an asset. 


How About Sales? 


Possibly you are thinking: 
How about sales? A stock in- 
crease cannot be criticized if 
volume increases correspond- 
ingly. 

In theory, yes. In practice, 
it is decidely dangerous. A 
$10,000 capital will never swing 
a $40,000 stock. Things must 
grow in reasonable proportion, 
sales, capital, and stock. <A 


if year after year it fails to show 
a money-profit — regardless of 
how much profit it may ac- 
cumulate in other forms. 

Under - capitalized expansion 
has ruined many a business that 
was highly profitable before the 
expansion began. 


An Example of Money 
Profit 


Here is a primitive example 
of money-profit. Once there was 
an old hardware man whose 
bookkeeping system was sim- 
plicity itself. He carried a sock 
in his hip pocket. In that sock 
went all his receipts. Out of that 
sock came all his payments. He 
bought for cash; he sold for cash. 

At the end of the year he 
counted what was left in the sock, 
bit every dollar between his 
teeth, and said, ““That’s my year’s 
profit!” 

Of course we laugh at him. 
But his method has more merit 
than we educated system hounds 
like to admit. One thing is cer- 
tain; he is never bankrupt. Bank- 
ruptcies occur, you know, only 
when a man fails to pay his bills 
—in money. No bills, no bank- 
ruptcies! 

So let every one of us clean 
off our specs and scrutinize last 














business is never on a safe basis year’s report to see exactly 
Jan. 1, | Jan. 1, 
1930 1931 
a Ae $ 0}$ 5,000]. . . (Book-Profit) 
Cashin Bank . . .|$ 2,000]$ O}|. . (Money-Profit) 
Merchandise . | $30,000] $37,000]. . . (Shelf-Profit) 




















in the bank. 
in the bank to show for it. 


Book-Profit of the following year. 





A hardware dealer made no profit in 1929 but had $2,000 
In 1930 he made $5,000 profit but had nothing 
How is that possible? 

Because he allowed his stock to increase $7,000, from 
$30,000 to $37,000. This $7,000 increase in Shelf-Profit 
absorbed the $2,000 Money-Profit of one year and the $5,000 




















whereof our book-profit consists. 

Then, while we are at it, let’s 
see what other figures are there 
to act as guides for 1931. Ina 
very sketchy way here are a few 
things we need to examine. 

1. (Don’t be discouraged. 
This is the only painfully tech- 
nical paragraph in the whole 
story.) 

The increase in net worth, as 
shown by the financial statement, 
should be the same as the total 
net gain after dividends are de- 
ducted, as shown by the operat- 
ing statement. 

If these two fail to agree the 
statement is incorrectly drawn 
up. Net worth is the difference 
between assets and_ liabilities. 
Total net gain is the difference 
between total income and total 
expenses. 

2. The markup must be higher 
than the expenses or there can 
be no profit, regardless of vol- 
ume. Kindergarten stuff! Yet 
this is the most commonly ig- 
nored rule in the book. 

Remember this: Retailing in- 
volves many intricate problems, 
but getting an adequate markup 
automatically solves a_ great 
many of them. 

3. Each item of expense should 
be compared with recognized 
standards as well as with last 
year’s figures. This cannot be 
done intelligently without reduc- 
ing the various amounts to per- 
centages. 

Many merchants are still 
somewhat hazy about figuring 
percentages of expense and 
markup. Just remember this 
rule: In all cases, divide the item 
in question by the sales for the 
year. 

4. Accounts receivable deserve 
much attention. They are “if” 
assets — worth something “if” 
collectible. Every dollar due 
us means one more dollar of 
capital is -neeessary. 
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This article 
surely has an 
idea that is 
worth your 
eontemplia- 
tion. 





them with last 


Comparing 
year’s, if the increase in accounts 
receivable is greater than the in- 
crease in credit sales, that’s a 


danger signal! It means our 
accounts are just that much older, 
consequently harder to collect. 

So let’s find how many days’ 
credit business is on our books. 
Simply divide the year’s credit 
business by 300. Then divide 
our accounts receivable by this 
average day’s business. The 
common hardware figure for 
1929 was 101 days. This show- 
ing is less favorable than that of 
other lines. 


Are Your Aececounts Old? 


It is therefore a wise plan for 
every hardware man to list his 
accounts receivable by age—two 
months, four months, six months, 
etc.—then show some collection 
energy. It is surprising how old 
some “good” accounts can get 
before we know it. 

5. Now comes the retailer’s 
perennial sore spot. Stock, stock, 
too much stock! It’s been said 
a thousand times but let’s say it 
again: If stock grows faster than 
sales, the result is slower turn- 
over, older stock, increased de- 
preciation, added expense. 

Leaving out the big words, 
what real benefits result from a 
$5,000 stock reduction in the 


average store? 


A. Reduced insurance, 
possibly $50. 

B. Reduced taxes, at 
least $100. 


C. Reduced interest at 6 
per cent, $300. 
D. Reduced depreciation, 


equally tangible but harder to es- 
timate. 

So we see that a substantial 
stock reduction brings about very 
definite and important cash sav- 
ings regardless of sales volume. 
It follows that sales could drop 
off a bit and we would still be 
money ahead. 

6. Turnover has been thrown 
up to us so often we despise the 
word. However, let’s look at a 
new sidelight, comparing daily 
sales to items in stock. 

1 sale daily to every 300 items is 1 turnover 
1 sale daily to every 200 items is 144 turnover 
1 sale daily to every 150 items is 2 turnover 
1 sale daily to every 120 items is 2% turnover 


1 sale daily to every 100 items is 3 turmover 
1 sale daily to every 75 items is 4 turnover 


Every year finds more hard- 
ware dealers departmentalizing 
their stock and sales. Knowing 
departmental turnover is_ the 
surest way of separating the 
profit producing sheep from the 
loss producing goats. 

We all know the rule for find- 
ing turnover—divide the year’s 
sales by the average stock. But 
don’t divide retail sales by cost 
stock. Put them both on the 
same basis. And turnover is not 
a percentage, it’s a “times” fig- 
ure, two times, three times, etc. 

7. A fixture depreciation 
should appear in the expense ac- 
count, usually 10 per cent of 
their cost every year. For in- 
surance purposes it is well to 
carry fixtures in our assets at 
original cost, at the same time 





We eon- 
elude this 
interest- 
ing article 
on page 68 
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HROUGH a program that 
Ti complete, yet simple, 

Cullum & Boren Co., Dal- 
las, Tex., has become a major 
factor in the sale of sporting 
goods. This firm considers it 
incumbent upon the store per- 
sonnel to see that all branches of 
athletic activity, amateur or pro- 
fessional, have not only the 
proper equipment, but also the 
proper places to use that equip- 
ment. 

Retail Manager W. R. Wilson 
explains it this way: “People 
won’t buy what they can’t use. 
If there isn’t any fishing you 
can’t sell fishing tackle. If there 
are no tennis courts available in 
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sufficient number, conveniently 
located and kept in good condi- 
tion, there won’t be much mar- 
ket for tennis goods, etc. Too 
many dealers buy, display and 
try to sell sporting goods with- 
out providing and insuring the 
means of using the equipment. 


First of All: A Place to Play 


“My first job in selling 
athletic goods is to see that there 
are enough tennis courts, base- 
ball diamonds, golf links, fishing 
pools, and football gridirons to 
take care of the needs of the 
people in Dallas. Then I must 
watch the condition of these 
places and see that they are kept 
up in shape for use. This means 
getting the cooperation of other 
stores selling sport goods, enlist- 
ing the aid of the sports editors 
of the newspapers, plus the help 
of the leading athletic organiza- 
tions. ‘These and those inter- 


as, SPORT GOODS 


ested in civic activities bringing 
a united front to city officials get 
action and we are sure that there 
will be sporting activities in 
Dallas. 

“Outside the city limits we 
have to take addi- 

For example there 


sometimes 
tional steps. 
is a good fishing lake north of 
the city, but the shore line is such 
that you can’t fish without a boat. 
We built a pier and deeded it to 
the community and it has become 
a popular spot for fishing. 


Salesmen Must Know 
the Games 


“We encourage all of our 
salesmen to play golf, tennis and 
baseball and even arrange time 
that they may do so. We insist 
that they learn the rules, under- 
stand the principles and know 
how to lay out a field for all of 
the sports. Often our men lay 
out fields for track meets, act as 


45 














Td lelelebelctoteetebaelebetetotetebeteteiet 


A had ted bad hed hei 


had bad had hd had ad 


bed at ag bad Sk Si nah eth Nah a 


Tddebdelelcetdelddcbdeetck bier: 


od ad hada ad ade dant ft bad fat hel Sd bed nd al ek 


ved talk back bed 


pops 





A window of medals used by Cullum & Boren, unmistakably marked the store 
as sport headquarters 


judges, or timekeepers. They 
even help supervise repair and 
replacement work and organize 
sporting events for churches, 
clubs or schools. They arrange 


contests between Dallas teams 
and those from nearby cities. 
They work out award systems, 
get up designs for medals, cups, 
plaques and shields, design em- 








blems and generally fit into the 
sporting goods picture. 

“We go after the order for the 
trophies on all meets. If we get 
the order we have the shipment 
come here early so that a win- 
dow display may be devoted to 
showing the trophies and _ boost- 
ing the attendance at the meet. 
There’s profit in these sales of 
medals and cups and the pub- 
licity is very valuable. For ten 
days before an important athletic 
event our windows are watched 
by hundreds interested in sports. 
The newspaper sport editors re- 
fer to our display and so do 
advertisements of the organiza- 
tion running the contest. To 
sum it all up our plan is to be 
identified not only as a place to 
buy sporting goods equipment, 
but as a headquarters for all that 
goes on in the sporting world of 
our territory.” 


Ameriea Forward March Campaigu Puts Pep in Florida 


NIGHT & WALL CO., 
Tampa, Fla., have made 


effective use of the cam- 





Hardware Window 


paign slogan, 





1931 America 
Forward March. Besides using 
the slogan in its newspaper ad- 


vertising, they have made it the 
central point of their window 
displays. This firm enjoys the 
talent and abilities of Mr. R. L. 
Gatliff as display man, who pro- 
duces excellent window displays 
consistently throughout the year. 
HarpwarE AGE has reproduced 
many of Mr. Gatliff’s windows 
in the past. 


Two Windows Used Motif 
Knight & Wall used this motif 


in two of their windows, and in 
the one shown here the tie up 
with tools, suggesting the idea 
of getting to real work, was most 
appropriate. While no direct 
sales were traceable to this dec- 
oration, much interest was cre- 
ated and comment indicated that 
the public got the idea that 
Knight & Wall were boosting for 
better times through confidence 
and energy. 
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CASH VALUE 


of Knowing People 


Seventh of a Series of 
Short Articles for the 
Man on the Sales Floor 


NOWING~ goods’ and 
knowing people are two 
vital factors in selling. 
United they form a sales 

combination which is practically 
unbeatable. Divided they are, com- 
paratively, weak sisters. Knowing 
the fine points of a plow won’t sell 
it to a man who thinks a farm is a 
summer resort, and knowing a 
farmer’s first name does not mean 
that you can sell him a lot of 
merchandise unadapted to his use. 

Most sales forces know more 
about merchandise than they do 
about people. There are too many 
people known to the salesmen only 
by sight. Often also a salesman 
is prone to think that he knows 
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people merely because he can re- 
call their names. 

To really know a _ customer 
means more than being able to 
pick him out in a crowd, or to lo- 
cate his name in a telephone book. 
It means knowing his name, in- 
itials and address; his family, his 
occupation, his hobbies and his 
disposition. It means knowing 
whether he prefers to be addressed 
as Mr. Brown or just Bill. It 
means knowing whether he is the 
type that prefers to sell himself 
an article, or the kind that likes 
to have things sold to him. It 
means knowing whether he likes 
to be treated in a familiar way, or 
resents such treatment. It means 
knowing what merchandise he can 
use to advantage, and why. 

Every person—man, woman or 


child—likes to be known and rec- 
ognized, not as a part of a family 
or class, but as an individual. 
Whenever you individualize peo- 
ple, they unconsciously individual- 
ize you. To know people is usual- 
ly to like them. It breeds friend- 
ship which is the best business 
builder in the world. Your friends 
trade with you because they want 
to. Your enemies only buy from 
you when they have to. 


Memory for Useful Things 


Only recently I was in a hard- 
ware store where a certain sales- 
man seemed never to be picked 
out by the patrons. He only drew 
customers when the rest were 
busy. At the close of every sale, 
as he started to fill out the sales 
slip, he stopped to ask either the 
customer’s name or initials. I 
thought he must be a new man 
and felt sorry for him, until I 
learned that he had been with the 
store for nearly two years. It was 
not entirely poor memory either. 
He could remember quitting time 
as well as any one. It was large- 
ly a matter of carelessness and in- 
attention. 

If you are a salesman behind 
a retail counter, make it your bus- 
iness to know people and let them 
know you. Get their names and 
faces fixed in your mind first, then 
search for the human attributes 
they possess. Be able to call each 
one by name,.and to refer to sub- 
jects in which each is interested. 

If you think you know the peo- 
ple of your community, try mak- 
ing an off-hand list of names, in- 
itials and characteristics of peo- 
ple who trade more or less regu- 
larly at the store where you are 
employed. The shortness of that 
list may give you a mental jolt. 

And yet—the more people you 
know the more goods you will 
sell, and the more salary you will 
eventually earn. 


Next Week: 
Sell The Idea 
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Two More Original and 


means playtime on the field 

of sport. To others it is 
playtime in the garden, but in 
any case springtime is one of the 
greatest allies the hardware man 
can have. 

Outdoors calls to every mem- 
ber of the family and hardware 
stores can harness this human de- 
sire and make it a powerful sell- 
ing force. The windows sug- 
gested this week are designed by 
HarpwarE AGE artists with a 
view to cashing in on the spring 
urge to play or work. 

There is nothing difficult about 
either of these windows and they 


S PRINGTIME to some folks 
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are flexible enough that you can 
introduce other items than those 
shown. The sporting goods win- 
dow is constructed mainly of a 
slightly elevated platform. This 
can be made with some shallow 
boxes covered with crepe paper 
or other colored material. We 
suggest lettering as shown, but 
your own message there will be 
just as effective. The showcard 
in the center may well be a litho- 
graphed poster or center piece 
such as supplied by some manu- 
facturers. You may select what- 
ever line you carry. 

Color in this window will not 
be a problem, as that matter is 


taken care of by the merchan- 
dise. 

In the case of the spring goods 
window there is more leeway in 
the matter of including a number 
of small items on each side of 
the triangular island, but the 
island should dominate the dis- 
play. 

Here again the center piece of 
some manufacturer may be util- 
ized with good effect. Color will 
enter into the problem in this 
window. Our suggestion is that 
an effect of sunshine and gen- 
eral springlike atmosphere may 
be obtained with the use of greens 
and yellows. Lithographed cen- 
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Seasonal Windows to Use 


ter pieces that you may obtain 
advertising seeds, or lawn and 
garden goods, will in all proba- 
bility be in these colors mainly 
or at least harmonize with them. 


Your Windows Proclaim 
the Store 

Even though your windows 
never sold a cent’s worth of mer- 
chandise directly, it would still 
pay you to give them regular 
and careful attention. Your win- 
dows can either make or break 
your store traffic. If you would 
convey the impression that your 
store is alert and able to serve 
the needs of the public you can- 
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not afford it let up on the smart- 
ness of your window trims. 

Do you think that the passerby 
(whom you might like to have 
for a customer) will fail to form 
a favorable impression of your 
ability as a merchant if he notes 
that your windows are changed 
regularly and with smartness? 
We don’t think so. However, 
well trimmed windows will sell 
plenty. 

HARDWARE AGE invites the 
help of its readers in making 
these windows helpful. We in- 
vite you to write us fully about 
the results you. get from these 
displays and any suggestions for 


future displays. This includes 
you. Send us photos of your 
best windows. and tell us how it 
stimulated business. 

What kind of displays do you 
want published? HARDWARE 
AGE will endeavor to meet your 
needs. 


This is Number 
Two of a Series 
of originally de- 
signed window 
trims by Hard- 
ware Age. Two 
more next week. 
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§ pringtime 
is your great oppor- 
tunity to make your 
windows effective. 
Everyone is thinking 
of outdoor activities. 
Here are four 
windows just made 
to fit this mental at- 

titude .... 
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This window by Arthur H. Van Voris, Cobleskill, N. Y., brought real results on garden equipment 
sales. The steel goods window on the page opposite, by B. M. Davis, of the Myron J. Davis Co., 


| Usep 





One of the outstand- 
ing features of this 
window of toys and 
other items by Stam- 
baugh-Thomp- 
son, Youngstown, 
Ohio, is the amount 
of information it 
gives the prospective 
purchaser. Price 
tickets on nearly all 
of the articles help 
make the sale _ be- 
fore the customer 
enters the store. 


Si Young, Hutchin- 
son, Kansas, used 
the window of fish- 
ing tackle and camp 
equipment. This 
window leaves noth- 
ing to guess work. 
Small plainly _let- 
tered price tickets 
give value creating 
information. You 
can make use of all 
of these windows. 
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Aurora, IIl., is an easily constructive and very effective window at this season. 





SUCCESSFULLY 
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Now Is the Time to Promote 
Advertisements Have Been 








The Right Kind of Implements 
for j 


af) LAWN and GARDEN & 


No. Il No. 12 


Have you the proper implements on hand before you start to work on your lawn or 
in your garden? Now is the time to make your purchases for prices are at their 
lowest now. Below we list a few of the hundreds of items in the store. 


























Rose Bushes Rakes 
and Shrubs (items) 


A fine collection for 
your choice at unusual- 
ly low prices. Note the 
items listed below: 




















Spades (Use this Space 
to list items in 
(items) Rose_ Bushes, 





Etc.) 


























Sprinklers 


Edgers 


(items) No. 18 (items) 


STORE NAME & ADDRESS 
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Seasonable Merchandise—These eg 
Planned With This in Mind! 


















































Hew to Order 


If you have local sterotyping 
facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 


239 West 39th Street 


New York City 
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Jor Water. 











(Use this space to list 
items and prices) 
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‘ Everything for the boat—the proper hard- 
"Oh ware, fittings, paint, etc. We have a most 
complete collection—everything to make your 


boat spic, span and safe. Prices are most 
a. 


DURES scons wan 


Sale of Household Hardware 


Saws, hammers,  etc., 
that are ever ready to 
lend assistance to the 
man about the house. 
































Special Display of 


mf 
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e 
Refrigerators be ) a | 
SE y | 

Our stock of refrigerators in- “a a os 

cludes the various popular 
sizes — finished inside and 
out in the best manner. The 
food chamber is extra large 
in every one and can be 
easily kept clean. The e 
compartment is roomy an 

the drain attachment is con- Saws 
veniently arranged. We ask 
you to inspect this splendid : 
line of refrigerators before (items) 
buying. 


| Hammers 


(List items and prices here) 
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No. 115 


Locks 


(items) 


No. 114 








No. 116 


(items) 


STORE NAME STORE NAME AND ADDRESS 
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VIRGINIA ASS’N SEC. 
ADDRESSES SHOE MEN 


Thomas B. Howell, secretary, 
Virginia Hardware Dealers’ Asso- 
ciation, addressed the Richmond 
Shoe Retailers’ Association at 
their monthly meeting, March 25, 
on the subject, “Management and 
Its Importance at This Time.” 
Mr. Howell also spoke of the 
value of association work and 
why it is necessary that each 
group cooperate to the fullest 
extent. 


BOOSTERS LISTEN TO 
ADDRESS ON JAPAN 


Lieut. E. Carl Englehart, for- 
mer military attaché, American 
Embassy, Tokio, Japan, who re- 
cently returned from four years’ 
duty in Japan and four years 
in Hawaii as an officer in the 
U.S. Army, addressed the March 
28 meeting of the Hardware 
Boosters, held at the Hardware 
Club, New York City. Forty- 
nine members and guests at- 
tended the meeting. Lieut En- 
glehart told of his experiences in 
Japan and related some interest- 
ing facts about life and com- 
merce in that country. 

J. C. Englehart, father of 
Lieut. Englehart and a former 
U. S. Army officer, was intro- 
duced at the meeting. The En- 
gleharts made a plea for the 
adoption by the organization of 
a resolution to Congress con- 
cerning the present salary of offi- 
cers in the army, which they 
stated was not graded according 
to present-day living costs. 

The meeting was conducted 
by President Charles J. Heale, 
HarpwareE AGE, who introduced 
the guests. Secretary H. A. Con- 
ner, Pike Mfg. Co., New York 
City, submitted a report on the 
February meeting. Under com- 
mittee reports the beefsteak din- 
ner was reported upon. 

E. C. BROWN CO. BUYS 
A. MECKY CO. TOY LINE 


E. C. Brown Co., 845 Maple 
Street, Rochester, N. Y., makers 
of sprayers and hardware special- 
ties, has purchased the juvenile 
vehicle business of the A. Mecky 
Co., Philadelphia, Pa. Plant 
foremen and key men of the 
Mecky organization are prepar- 
ing to move to Rochester and 
start operations on the Mecky 
line in the Rochester plant. 








E. C. Brown continues as pres- 
ident of the firm, while the op- 
erating management of the com- 
pany will be largely in the hands 
of Colin Brown, son of the 
founder, as treasurer. The Brown 


company was founded as a seed 
business in 1899 by E. C. Brown, 
being incorperated in 1904. Giles 
Bullock, for several years treas- 
urer of the Brown concern, is 
now secretary of the company. 





RCA VICTOR CHANGES 
IN PERSONNEL 


Promotions and appointments 
in the sales and advertising staffs 
of RCA Victor Co., Inc., Camden, 
N. J., have been announced, E., 
A. Nicholas, former head of the 
distributing company bearing his 
name, is general sales manager in 
charge of all sales excepting the 
foreign field. He succeeds H. 
C. Grubbs, who resigned. Ernest 
H. Vogel, former manager of 
Radiola sales, has been promoted 
to manager of domestic sales, 
while Pierre Boucheron is now 
manager of advertising and sales 
promotion. He was for eight 
years advertising manager Radio 
Corp. of America, and later in 
charge of the Atlanta district 
office. 

L. W. Yule, former Pacific 
Coast district manager, is as- 
sistant manager of domestic 
sales, while W. F. Arnold is man- 
ager of record sales and Walter 
W. Clark is in charge of artists 
and repertoire. E. M. Hartley 
is manager of service depairt- 
ment, while B. Aldridge and A. 
R. Beyer are in charge of distri- 
bution order routine and general 
distributor contact. 

These appointments mark 
completion of a reorganization 
consolidating the Victor and 
RCA Radiola Divisions of the 
RCA Victor Co., Inc. Shipments 
have been made of the first prod- 





uct bearing the combined RCA 
Victor trademarks. 





NATIONAL METAL TRADES 
ELECTS BALL, V.-PRES. 


Frank A. Ball, The L. S. Star- 
rett, Athol, Mass., has been made 
vice-president of the Worcester, 
Mass., branch of the National 
Metal Trades Association and 
Arthur H. Starrett has been 
made a member of the executive 
committee. 


JORDAN TO REPRESENT 
GULBRANSEN ON COAST 


Gulbransen Co., Chicago, IIl., 
has appointed’ E. J. Jordan as 
distributor of Gulbransen pianos 
and radios in California, Oregon 
and Washington. For several 
years he was vice-president of 
Miessner Piano Co., Milwaukee, 
Wis., and later was regional sales 
director for the Harry Alter Co., 
Chicago, IIl., radio distributors. 





DAROW MFG. CO. WILL 
MOVE ITS OFFICES 


Darow Mfg. Co., 32 East Twen- 
tieth ‘Street, New York City, 
makers of novelty lamps and 
Christmas tree lights, have an- 
nounced that a substantial in- 
crease in their business compels 
a move to larger quarters. The 
new quarters will be occupied ‘n 
the near future. 





JACOBSON, SECRETARY IOWA HARDWARE 
RETAILERS GROUP 


Philip R. Jacobson, secretary 
of the Iowa Retail Hardware As- 
sociation, assumed office April 1, 
having been elected by the board 
of directors at the annual con- 
vention in Des Moines. Mr. 
Jacobson, a native of Elbow 
Lake, Minn., gained much mer- 
chandising experience under the 
guidance of his father, a farm 
implement and heavy hardware 
dealer. Upon completing his 
college work, he went with the 
Northwestern Bell Telephone 





Co., which company he left to 
join his father in a retail hard- 
ware store in St. Paul, Minn. 
Later he went with Larson Hard- 
ware Co., Sioux Falls, S. D., and 
then went with the Wisconsin 
Retailer Hardware Association. 
Five years later he became a 
field man for the NRHA. 

Mr. Jacobson’s appointment is 
the last of a number of important 
changes made within the past 
few months in the Iowa associa- 
tion. 
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F. B. COLVER VISITS 
THE UNITED STATES 


Frank B. Colver, managing di- 
George Wostenholm & 
Son, Ltd., cutlery manufacturers, 
Sheffield, England, is now in the 
United States on a business trip. 
He is using the New York City 
office of the company at 258 
Broadway as his headquarters 
while in this country. 


rector, 


HARDWARE SQUARE CLUB 
MEETS; ANNUAL SHORE 
DINNER IS ANNOUNCED 


More than forty members and 
visitors attended the March 17 
meeting of the Hardware Square 
Club, No. 675, New York City, 
held at the Masonic Temple, 
Twenty-third Street. Edmund E. 
Ilsley, president, conducted the 
meeting. Recording secretary 
Albert Westphal read the min- 
utes of the previous meeting. 

Ralph S. Allen, Diamond Ex- 
pansion Bolt Co., 15 Park Place, 
New York City, called attention 
to the annual shore dinner to be 
held at Larson’s Hotel, Brooklyn. 
Mr. Allen, who is chairman of 
the committee, announced that 
the dinner, which is to be held 
May 21, would cost $5 per ticket. 


WILLIAM W. FITLER DIES 

William W. Fitler, 74, died in 
Villanova, Pa., April 1. In 1875 
he entered the firm of Edwin H. 
Fitler & Co., later known as the 
Philadelphia Cordage Works, 
becoming a partner five years 
Mr. Fitler became its 
president at a later date, and 
resigned in 1925. He remained 
a director of the firm. Mr. 
Fitler was at one time president 
of the Cordage Association of the 
United States and was a director 
of the Pennsylvania Co., an in- 
surance organization, North 
Pennsylvania Railroad Co., Acad- 
emy of Music and Northern Lib- 
erties Gas Works. He is sur- 
vived by Mrs. Fitler, a daughter 
and a son. His father, the 
late Edwin H. Fitler, was a for- 
mer mayor of Philadelphia. 


later. 


























HARDWARE MERCHANTS 
INVITED TO OPENING 
IN MERCHANDISE MART 


Retail hardware merchants 
and buyers from seventeen 
States, covering the territory 


from Pittsburgh, Pa., to the 
Rocky Mountains, have been in- 
vited to the first cooperative sale 
in the Chicago Merchandise 
Mart, according to an announce- 
ment made by W. C. Owen, pres- 
ident of the Merchandise Mart 
Chamber of Commerce. The in- 
itial spring opening will be held 
April 13 and 14, at which time 
2000 manufacturers and whole- 
sale distributors will display 
their merchandise. A total of 
140,000 retail merchants in about 
1600 different merchandise lines 
have been invited. 

The manufacturers and whole- 
sale distributors at the Mart 
have announced that they will 
present a “special’ at this mar- 
ket. Joseph Weidenfeld heads 
a special committee of the Mart 
chamber to take charge of the 
first anniversary sale. On the 
evening of the opening day of the 
spring market visitors will be 
guests at a banquet to be held in 
the Mart restaurant. 





STACKBIN CORP. BUYS 
SIMPLEX NESTING BINS 


The Stackbin Corp., Pearl and 
Rice Streets, Providence, R. I., 
has taken over the manufacture 
and sale of the entire line ‘of 
nesting bins from the Simplex 
Tool Co., Woonsocket, R. I. The 
line at present comprises indi- 
vidual and sectional type nesting 
bins. Additional products are 
contemplated being added in the 
near future. Joseph C. Buckley, 
president of the company, in- 
tends to specialize in the manu- 
facture of equipment designed to 
cut material handling costs in 
production and in the stock- 
room. 


H. E. ROSE IS NOW 
MANUFACTURERS’ AGENT 


H. E. Rose, for the past four 
years secretary of The Weaver 
Bros Co., Adrian, Mich., has now 
established himself in the same 
line of business, metal pickling 
equipment. Mr. Rose’s office is 
at 11902 Phillips Avenue, Cleve- 
land, Ohio. 





DU PONT COMPANIES TO 
MOVE N. Y. OFFICES 


E. I. du Pont de Nemours & 
Co., Inc., Wilmington, Del., has 
leased the ninth, tenth and 
eleventh floors of the new Em- 
pire State Building, Fifth Ave- 
nue and Thirty-fourth Street, 
New York City. Various sub- 
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sidiaries of the du Pont company 
will occupy the space. Included 
in the companies which will have 
space are: Roessler & Hasslacher 
Chemical Co., Grasseli Chemical 
Co., Viscoloid Works, National 
Ammonia Co., E. I. du Pont de 


Nemours Explosives, and the 
Krebs Pigment & Chemical Co. 
The move will be made May 1. 

The Empire State Building is 
on the site of the former Wal- 
dorf-Astoria Hotel, at one time 
owned by the du Ponts. 





STATE FAIR TRADE COMMISSION IS 
CREATED BY NEBRASKA SENATE 


The Nebraska State Senate has 
placed its approval on a bill cre- 
ating a State “Fair-Trade” Com- 
mission. This bill was drawn 
up by the attorney general, and 
is sponsored by various State 
and local retail organizations. 

Under the bill, the commission 
is to comprise the governor, al- 
torney general and State treas- 
urer. There is also to be a paid 
commissioner and assistants to 
handle the detail work. The bill 
defines unfair competition and 
prohibits the following: 

Misbranding of merchandise as 
to quality and origin; misleading 
advertisements; adulteration of 
commodities; false representation 


of usual prices as being special 
reduced  prices;- combination 
sales, wherein common articles of 
merchandise are sold for low 
prices, while the less known arti- 
cles are sold for higher price than 
ordinarily; use of misleading 
trade names intended to induce 
the belief on the part of the buyer 
that the seller is the manufac- 
turer of the article; the use of 
free goods or service device in- 
tended to create the impression 
that something is being thrown 
in without charge. The bill fur- 
ther gives the commission power 
to declare “unfair” other prac- 
tices it holds to be a violation of 
free competition. 





JOHNSON IS PRESIDENT 
OF L. GOULD & CO. 


New officers of L. Gould & Co., 
700 West Lake Street, Chicago, 
Ill., were elected recently. Anton 
Johnson is president, John F. 
Powers is treasurer and secre- 
tary, and Alfred T. Anderson is 
vice-president. George R. Work, 
vice-president and general man- 
ager, and his son, John G. Work, 
assistant treasurer, retired from 
the firm. 

The new officers have been 
with the organization many 
years. Mr. Johnson spent his en- 
tire business career of more than 
forty years with the firm, while 
Mr. Powers has been with the 
company for more than twenty- 
five years. Mr. Anderson joined 
the company more than twenty- 
five years ago. Identified with 
the new organization as_ stock- 
holders and some as directors are 
practically the entire sales force, 
whose service period extends in 
many instances for over thirty- 
five years. 


REVERE COPPER, BRASS 
OFFICES NOW IN N. Y. 


The executive, general sales 
and advertising departments of 
Revere Copper & Brass, Inc., are 
now located in the New York 
Central Building, 230 Park Ave- 
nue, New York City, instead of 
at Rome, N. Y. Officers who will 
make their quarters in New 
York City are: President, C. 
Donald Dallas; vice-president 
and general manager, George F. 





Stanton, and vice-president and 
assistant general sales manager, 
J. A. Doucett. 

The treasurer’s office and gen- 
eral accounting department will 
remain in Rome, N. Y. 


CONRAD KUNZ RESIGNS 
FROM PENN HARDWARE 


Conrad Kunz has resigned his 
position in the contract division 
of The Penn Hardware Co., Phil- 
adelphia, Pa. 





BLACKIE IS EXECUTIVE 
VICE-PRES. NATIONAL 
ENAMELING & STAMPING 


John F. Blackie has been ap- 
pointed executive vice-president, 
National Enameling & Stamping 
Co., Milwaukee, Wis. He has 
been manager of manufacturing 
for the past six years, with head- 
quarters in St. Louis, Mo. Mr. 
Blackie will return to Milwau- 
kee, but will spend part of his 
time at the other works of the 
company in Granite City, IIL, 
and in the East. His new po- 
sition is one which has _ been 
newly created. 


STELTZ BROKE ANKLE 
BUT IS ON THE JOB 


Wm. Geo. Steltz, vice-presi- 
dent, Supplee-Biddle Hardware 
Co., Philadelphia, Pa., is suffer- 
ing from a broken ankle, the re- 
sult of a fall. Although he is 
forced to hobble about on 
crutches and is handicapped by 
the injury, Mr. Steltz returned 
to his desk two days after the 
accident and is very much on the 
job at the present time. 


SHANE & HAYS OPEN 
NEW DISPLAY ROOMS 


Shane & Hays, Inc.,5300 Twen- 
ty-first Avenue, Brooklyn, N. Y., 
brush manufacturers, have just 
opened their new showrooms. The 
display room shows one thousand 
brushes, and is said by the com- 
pany to be the only complete 
brush showroom in New York 
City. Hardware dealers are in- 
vited to use the room in making 
their selections. 





DENNISON ANNOUNCES A DISPLAY 
CONTEST 


The Dennison Mfg. Co., Fram- 
ingham, Mass., has just an- 
nounced a window display con- 
test that is open to all types of 
retail establishments. Any type 
of merchandise may be displayed 
in the windows entered in the 
contest. All windows entered 
must employ some crepe paper 
as part of the decoration, but 
any brand, make or color may 
be used. Windows may be in- 
stalled for the contest at any 
time between May 1 and July 
15. Any photograph or snap- 
shot of a display used between 
the above mentioned dates 
eligible for consideration, provid- 
ing it is postmarked before mid- 
night of July 15. Judges will 
be selected from outside the Den- 
nison organization from among 
outstanding display men. There 
are no fees for entry. 


is 





Those interested in the contest 
may obtain a booklet, “Some 
Lessons in Window Dressing,” 
and also the four color spring, 
1931, Dennison display bulletin, 
which is filled with seasonal dis- 
plays, suggestions and hints. 


The grand award is $150. 
Other prizes are divided into 


three divisions, each having the 
same total number of prizes. Di- 
visions are: towns of less than 
15,000, towns of from 15,000 to 
100,000 population, and cities 
having more than 100,000 in- 
habitants. First award is $190, 
second award is $50, while the 
third prize is $25. There are 
five fourth awards of $10 and 20 
prizes of $5 each. Every winner 
receives, in addition, a framed 
certificate. In the event of a tie, 
full amount of award will be paid 
to each tying contestant. 
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Bank Debits Declined Sharply 
In Week Ended March 25 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week 
ended March 25 aggregated $10,609,- 
000,000, or 12 per cent below the total 
reported for the preceding week and 
33 per cent below the total for the 
corresponding week of last year. 

Aggregate debits for the 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $9,981,000,000, as compared with 
$11,321,000,000 for the preceding week 
and $15,009,000,000 for the week ended 
March 26 of last year. 


Majestic Electric Refrigerator 
Plants Resume Operations 


Another evidence that business con- 
ditions are improving appeared recent- 
ly when the refrigerator plants of the 
Grigsby-Grunow Company, Chicago, 
Ill., were fully reopened and first ship- 
ments were made. The plants have 
been closed for about three months. 

About two thousand people were 
given employment and, as production 
of refrigerators is increased, additional 
hundreds of unemployed will be added 
daily. When capacity production is 
reached a total of about fifty-five hun- 
dred will be employed in the refriger- 
ator plants alone. 





New Catalogs and Dealers’ Helps 


STANDARD ELECTRIC 
STOVE ISSUES 
CATALOG 31 

Catalog No. 31, describing the entire 
Standard line of electric cooking equip- 
ment, including domestic ranges, commer- 
cial ranges, ovens, gridlles, hot plates, 
water heaters, coffee urns, is ready for dis- 
tribution. 

The Standard Electric ‘Stove Company 
announces the development of a new series 


units, individually fused, temperature con- 
trol. Model 801 is the single unit, 46 
inches wide. Model 802 is made up of 
two No. 801 units. Model 803 is made 
up of three No. 801 units. These ranges 
are designed for the heaviest type of bulk 
cooking. 


ISSUE BROADSIDE SHOW. 
ING LOUISVILLE 
SLUGGERS 





Attention is 
called to the No. 40 series of autographed 
Louisville Slugger bats for 1931 having 
the bone rubbed finish. The No. 40 series 
carries as an additional identifying mark 
the “bone-rubbed” trade-mark, just above 


the Louisville Slugger line. 


the oval mark. Inside the broadside are 
shown pictures of leading batters in the 
leagues. Mention is made of a free book 
entitled “Famous Sluggers of 1930.” 


FOLDER SHOWS EUREKA 
CLEANERS IN COLOR 


The Eureka DeLuxe line of vacuum 
cleaners, made by The Eureka Vacuum 
Cleaner Co., Detroit, Mich., is shown in 
colors in folder No. 521. Special features 
of the new cleaners are illustrated and de- 
scribed. Attachments are also given con- 
siderable attention in the folder. 


WESTINGHOUSE ISSUES 
INTERIOR LIGHTING DATA 


Westinghouse Electric & Mfg. Co., E. 
Pittsburgh, Pa., has issued a twenty-three 
page booklet, A-1204, titled “Banishing the 
Twilight Zone from Modern Buildings.” It 
presents a discussion of present day prin- 
ciples and practice in the interior lighting 
of modern buildings. J. Paul Teller, man- 
ager, interior lighting section of the com- 
pany, and S. G. Hibben, manager of the 
commercial éngineering department West- 
inghouse Lamp Co., discuss the reasons and 











of electric cooking units for hotels, restau- 
rants, clubs, cafes, institutions. These are 
made up with Monel metal oven linings, 
malleable iron strain parts, variable heat 


“Selling the Bat Champions Prefer” is the 
title of a broadside issued by Hillerich & 
Bradsby Co., Louisville, Ky., makers of 


means for raising the level of illumination 
in modern buildings to the point most 
beneficial to the consumers’ eyes. Charts, 
photos and engineering data are included. 














Klosquik 
Door Closer 


The Klosquik door-closer 
is made of strong nickel- 
plated steel springs, rubber 
covered to prevent marring 

of woodwork. It slips over 

the top or bottom pin knob 

of hinge and locks in posi- 

tion. To release, device 

should be pressed down on the spiral. Where no knob is on 
the pin, it is necessary to fasten the small bracket, furnished 
upon request, to the door frame, so that the hook projects 
from between the frame and door. Door Spring Corp., 45 
Astor Place, New York City, makes this product. There are 
four sizes: No. 1, for store and other Jarge outer doors; No. 2, 
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for inner or average home and office doors; No. 3, for the 
screen door and closet door, and No. 4, for use where working 
space is limited. The No. 4 has one short arm and one long 
arm. Dealer cost is $1.80 per dozen for Nos. 1 and 2, $1.50 
per dozen for the No. 3, and $1.80 per dozen for the No. 4 
Klosquik spring hinge. Brackets cost dealer $1.50 per dozen. 
Suggested retail price is 25c. to 50c. each. 





Skilseale 
Shuffleboard 


Skilscale Indoor Shuffleboard is an adaptation of the outdoor 
game of Shovel-Penny first introduced in England as early as 
the fifteenth century. It may also be used to advantage on the 
porch lawn or in the summer cottage. The Shuffleboard Co., 
Jonesville, Mich., and Bryan, Ohio, makes this game. Court is six 
feet long with playing surface of high quality maple, thoroughly 
kiln dried. Finished in natural color and highly polished. Class 
A tournament equipment consists of court, two sets of removable 
patented foul lines, two sets of patented metal disks, four wood 
cues in natural color, and a set of illustrated instructions. The 
game is a miniature form of Shuffleboard as played on concrete 
courts, on large ocean liners 
and at resorts. Marginal al- 
leys confine all disks to the 
court. Lines are painted red 
and numbers are in black. 









HARDWARE AGE 

















Casino Golf 

Casino Golf is a game employing the principles of golf 
and roulette in combination. It is intended primarily for use 
indoors. Outfit consists of a fenced-in base, 8 in. in diameter, 
a ball bearing spinning plate divided into six numbered divi- 
sions and a 10-in. inclined approach on each side. In addi- 
tion, there are twelve marked disks for regulating the putting 
distances, and a complete set of rules for designating the 
various methods of play. Game is kept in box, when not in 





use, measuring 5 in. x 8 in. x 10 in. Regular putter and golf 
ball are used; each player making a short putt into cup. 
while disk is spinning. Object of game is to “putt” ball, 
from indicated position, into the spinning cup with the least 
number of strokes. The game may be played with chips, on 
holes, strokes per hole, etc. List price is $2.75. The Toy 
Tinkers, Inc., Evanston, IIl., manufacture this game. 





Areade Automobile 
Assortment No. 343 

This assortment of three cast iron toy automobiles is one 
of seven new wheel toy assortments offered to the trade by 
the Arcade Mfg. Co., Freeport, Ill. Suggested retail selling 





price is $1.00. Assortment includes a coupe, a dump truck 
and a wrecker truck. Models may be pushed or pulled and 
are made to withstand rough usage. They are packed in a 
single box with separate sections for each automobile. 





Essex Playballs, 
Swimming Tubes 


Essex “World of Fun” Play- 
balls are of durable rubber, 
' made particularly for use on 

F the beach and in the water. 

-/ They are easily inflated and 

J have neither bladders nor tying 
_ devices. After being inflated, 
—_ the rubber valve is rolled up 

tightly and tucked into the ball. To deflate, it is only neces- 
sary to press the fingers under the valve and push it out, 
permitting the air to escape. Colors offered are: red, blue, 
green, orange, and several numbers in two colors and mottled 
effects. There are four sizes: 10 in., 14 in., 18 in. and 24 in. 
The Essex Rubber Co., Trenton, N.J., makes this line as 
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well as a line of “World of Fun” swimming tubes with the 
all-rubber valve, used on the ball. There are three sizes: 
large, medium and small. Colors are: solid green, red, 
blue, orange and mottled orange, green, red, blue, according 
to size of tube. 





Federal Enamel 
Vegetable Freshner 


The Federal 


Freshner is genuine porcelain NS eng 
enamel on Armco iron. It (2. g- wea ff 
is designed for use in keep- eer macaroni 3 


ing vegetables crisp and fresh 
while they are stored in a 

household _ refrigerator, of mate) (/auwco™\ [rccawa, { conness 
electric or ice type. There \_/ (sotts) ia some] 
are three colors: light pastel 
green, old ivory and snow white. One size only is offered 
at the present time. It is 144% x 934 x 444 inches. Cover 
fits right on top of the container. Air vents in each corner 
of the cover produce the self-ventilating feature. Suggested 
retail selling price is $1.00. In the Far West the suggested 
price is $1.19. “Special get started offer” is available, con- 
sisting of four of each of the three colors. Federal Enameling 
& Stamping Co., Pittsburgh, Pa., is the maker. 









At Last- 
Q Price within 
the reach of all 


Vegetable 














Pyrex Teapot 
and Casseroles 


Corning Glass Works, Corning, 
N. Y., produces this Pyrex 1%- 
qt. casserole with utility cover, 
which can be used as a tile or as 
a separate baking dish. Casserole 683 measures 77% x 3 in. 
Cases of 12 weigh 3 lb. 8 oz. Suggested retail selling price 
is $1.75 each. Dealer cost is $1.17 each. Teapot No. 44 
by the same company is also of 
Pyrex. The 4-cup size lists at 
$2.75 each and costs the dealer 
$1.83 each, in the eastern districts. 
Western list price is $3.00, the 
dealer cost being $2.00. For 
Canada, list price is $4.35 and 
dealer cost is $2.90. The teapot 
is packed is cases of 12, weighing 
1 lb. 4 oz. per carton. Handle and cover are of chromium. 











Suction Seap Dishes 


This suction type 
soap dish is die cut 
from 20-gage cold 
rolled steel. It is of 
pleasing design, fin- 
ished in Duco enamel 
in the following pas- 
tel shades: white, 
blue and green. Two specially designed rubber suction cups 
will hold the dish to any glass, tile, porcelain or smooth 
metal surface, or even an oilcloth splasher, says the maker. 
Before applying the dish, inside of cups should be moistened. 
The dish is easily removed and cleaned or replaced, without 
marring the wall or fixture. Donbright Novelties, 14106 Mer- 
chandise Mart, Chicago, IIl., offers this soap dish to retail 
for 25c. Dealer discount in lots of from one to six dozen is 
40 per cent. Larger orders carry discounts of from 45 per 


cent to 50 per cent. 
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Pike Grinding Wheel 
Assortment “GB” 


This Pike grinding wheel as- 
sortment consists of twelve grind- 
ing wheels and twenty-four steel 
bushings, suitable for small hard- 
ware and tool stores, or for the 
larger store where display space 
is at a premium. Assortment 
includes wheels in any arbor 
size from 14 to 1 in. size. All 
wheels have l-in. lead bushed holes, into which all steel 
bushings fit. Dealer cost of assortment is $13.00 net. Pike 
Mfg. Co., Pike, N. H., is the maker. 








Stanley Wrought Steel 
Pulley and Support 

The Stanley Works, New Britain, Conn., offers as part of 
its clothes line hardware set the No. 4100 wrought steel 
pulley. It is deeply grooved with a 7-in. wheel, which insures 
that the line will not climb the wheel and become jammed. 
Pulley is cadmium plated to resist rusting. It is equipped 
with specially designed bearing which permits the wheel to 
turn easily and noiselessly. Pulleys are furnished in pairs, 





one of which is fitted with a locking device which prevents 
the line from moving while carrying clothes. The No. 4101 
wrought steel support, made by the same company, is de- 
signed for use on the clothes line, to prevent the lower line 
from sagging beneath the weight of the clothes. It is also 
cadmium plated. Support is easily applied by slipping the 
line through one side of the frame. 





Dexall Electric 
Water Heater 

The Dexall water heater 
fits any cold water faucet 
and may be applied in three 
or four minutes, by simply 
removing the regular faucet 
handle and placing the stem 
of the heater in its place. 
The screw is then placed on 
top and the cable is plugged 
into the socket. When the 
lever is turned, hot water 
starts to flow, according to 
the maker, Dexall Mfg. Co., 
21 Prospect St., Newark, N.J. 
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List price is $10.00. Valve below the heater itself adjusts 
the water heat. Heater operates on house voltage, either 
A. C. or D. C. Switch at top of heater starts both water 
and electric current; a flick of the switch to reverse position 
shuts off both the current and the water. , 





Tucker Announces 
New Peerless Lines 


The Tucker Duck & Rubber 
Co., Fort Smith, Ark., has an- 
nounced new and modernistic 
dress for some of its models. In 
addition to having model 35 
modernistically shaded in black, 
the chair is now made with 
vividly colored canvas backs, 
with distinctive modernistic de- 
sign. There are a number of 
different color combinations, but 
for the most part, the solid colored canvas is restricted to 
orange, green, or black. This same new coloring is also used 
on the reclining series, No. 11. No. 35BN folds both ways 
and has blue lacquered frame, shaded in black, orange canvas 
cover, and new modernistic design in yellow, green and blue. 
No. 35-ON has an orange lacquered frame, shaded in black, 
black canvas cover and design in orange, yellow and green, 
while the No. 35-RN has red lacquered frame, shaded in 
black, with black canvas cover and modernistic design in 
green, red and yellow. The No. 35-GN has green lacquered 
frame shaded in black with orange canvas cover and green, 
light red and blue design. Reclining series No. 11N is avail- 
able with or without the removable foot-rest and canopy, and 
color combination is the same as the No. 35 series. 








Laiz-Flat 
Electric Banding 


Laiz-Flat _ electric 
banding is a_ flat 
wire that can be laid 
or fastened any- 
where. It is com- 
posed of two wires, 


inclosed in tough 
leather-like covering of tannish brown. Conductors are about 
1% in. apart and overall width is 34 in. It is ideal for use 
under rugs, on the wall or baseboard, as a ground or aerial, 
on radio in motor car, etc. The William Herst Co., 663 W. 
Washington Blvd., Chicago, Ill., makes Laiz-Flat electric 
banding as a complete unit, in four lengths and for sale by 
the foot. Complete units are packed in attractive cartons. 
The banding itself lists at $6.68 per 100 ft., in white, tan and 
mahogany shades. All the above mentioned types are packed 
in 100-ft. rolls, 5 rolls to the standard package. List price 
per hundred of Bakelite convenience outlets, Bakelite con- 
venience outlets with wood screws, porclain feed-through 
receptacle with wood screw and side slotted attach plug cap 
is $16.00 per hundred. Bakelite convenience outlets of feed- 
through type and Bakelite convenience outlets of feed-through 
type with wood screws is $20.00 per hundred. Laiz-Flat 
extension sets list from $1.25 to $2.00, according to length 
and size, including 4-ft. parallel lamp cord and Bakelite 
attachment plug cap. Dealer discount is 40 per cent. 
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Genera Marker News 


Farm Price Index Rises 
First Time in Six Months 


For the first time in six months the 
general level of prices for farm prod- 
ucts has advanced, according to the 
Bureau of Agricultural Economics of 
the Department of Agriculture. 

The increase, which occurred during 
the period of Feb. 15 to March 15, is 
reported to be only 1 point in the bu- 
reau’s index, but it was said that even 
this slight rise is considered encour- 
aging. 

The bureau’s index of farm prices of 
March 15 was 91 per cent of the pre- 
war level. Higher prices from Feb. 
15 to March 15 this year are reported 
on eggs, chickens, cotton, butter, lambs, 
horses, flaxseed, sheep, hogs and cot- 
tonseed; lower prices on grains, hay, 
potatoes, apples, veal calves and wool. 

The group indexes of farm prices for 
poultry products during the month ad- 
vanced 13 points, and for ¢otton and 
cottonseed 4 points. Grains declined 
1 point; fruits and vegetables, meat 
animals and dairy products showed no 
change. The group indexes on March 
15, compared with March 15 a year 
ago, were 60 points lower on fruits and 
vegetables; meat animals were down 
45 points; grain down 33 points; cot- 
ton and cottonseed down 33 points; 
dairy products down 25 points; poul- 
try and poultry products down 23 
points. 


Number of Business Failures 
Increased in Week Ended 
March 28 


The commercial failure record for 
the week ended March 28 showed a 
reversal of the lower trend established 
recently. Both business reviews re- 
ported substantially higher totals. 

R. G.. Dun & Co. showed a total of 
654 failures for the week, compared 
with 549 for last week and 533 in the 
same week of 1930. Bradstreet’s com- 
pilation indicated a smaller increase, 
the figure standing at 562, against 549 
a week ago and 499 in the like week 
of 1930. 

Bradstreet’s reported the distribu- 
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OF THE WEEK 


Hardware Demand 
Shows Seasonal Gains 


New York, April 8.—With 
the progress of the spring sea- 
son the nation’s hardware de- 
mand continues to reflect seasonal 
gains. Due to adverse condi- 
tions spring activity has mate- 
rialized later than usual in some 
sections. However, business in 
seasonal goods is brisk at the 
present time in practically all 
sections of the country. Sales 
continue to show a decline as 
compared with the same period 
of a year ago, but the decline is 
largely attributed to price reduc- 
tions, which have become effec- 
tive during the past twelve 
months. 

Sentiment has improved as a 
result of encouraging indications 
of betterment in general condi- 
tions. The optimism of dealers 
as expressed by future orders be- 
ing booked for fall merchandise 
denotes that the trade has confi- 
dence in the future. 

Prices, in the main, are steady 
and unchanged. Fewer revisions 
are being announced than has 
been the case recently and a 
firmer trend is noted in some 
products. No major price 
changes appear likely in the 
near future. 

The credit situation is consid- 
ered fairly satisfactory, although 
collections are slower than usual. 





tion of the failures for the week as 
follows: Of the number failing this 
week 72.2 per cent had a capital of 
$5,000 or less, against 74.8 per cent 
last week and 70.5 per cent in the cor- 
responding week of last year. 


The American Fork & Hoe Co., 
Lowers Sidewalk Cleaners and 
Corn Knives 


The American Fork & Hoe Co., 
Cleveland, Ohio, has announced reduc- 
tions averaging 10 per cent in dealers’ 
cost prices on corn knives, sidewalk 
cleaners and ice chisels. The new prices 
became effective on April 1 and will 
apply for the 1931-1932 season. 


Week’s Price Average Was 
75.6 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale com- 
modity prices for the week ended 
March 28, and based on Dun’s quota- 
tions, averaged 75.6 per cent. The 
February average was 76.1. The pur- 
chasing power of the dollar, based on 
a 1926 basis, was 132.2c. 


Bank Clearings Declined 
In Week Ended March 26 


Bank clearings in the United States 
for the week ended Thursday, March 
26, as reported to Bradstreet’s, aggre- 
gated $8,182,196,000, as against $9,275,- 
587,000 last week, and $11,600,977,000 
in this week last year. This week’s 
total shows a decrease of 11.7 per cent 
from last week and 29.4 per cent from 
the corresponding week a year ago. 


Sears, Roebuck Third Period 
Sales Showed Decline of 6.8% 


Sears, Roebuck & Co. report sales 
for the third calendar period this year, 
covering the four weeks ended March 
26, totaling $23,452,767, compared with 
$25,174,441 in the same period last 
year, a decrease of 6.8 per cent, and 
with $23,536,229 for the second calen- 
dar period of this year, a decrease of 
0.81 per cent. 

Sales from Jan. 2 to March 26 this 
year were $70,031,267, as against $79,- 
081,267 last year, a decrease of 12 per 
cent. 
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(Atlanta office of HARDWARE AGE) 
ATLANTA, April 7. 


GENERAL improvement of busi- 

ness conditions within hardware 

circles is reflected through re- 
ports from hardware jobbers in this 
territory and it is apparent that the 
persistent efforts of all interests to 
bring business up to normal is being re- 
warded with slow but steady progress. 
Hardware sales during March show 
improvement over the two preceding 
months of this year and it is estimated 
that the volume is within 10 per cent 
of that of the same month last year, 
with present indications pointing very 
favorably to a much better comparative 
showing during April. Jobbing sales- 
men report that the sentiment of op- 
timism among dealers is generally 
better than it has been in the past. 


RESERVE BANK REPORT 


Definite improvement in various lines 
of business activity throughout this 
section is shown by the Monthly 
Business Review issued by the Atlanta 
Federal Reserve Bank, and indicates 
an encouraging condition in the gen- 
eral business structure of this terri- 
tory. Retail trade, the report points 
out, increased 2.2 per cent in February 
over January, although February was 
8 per cent shorter than the preceding 
month. February sales by 123 whole- 
sale firms in eight lines of trade aver- 
age 2.2 per cent less than in January 
and 27.7 per cent less than in Febru- 
ary a year ago. 


DEMAND 


Orders for staple hardware mer- 
chandise are fair, while retailers con- 
tinue to buy cautiously. Spring mer- 
chandise is fairly active and orders in- 
dicate that steel goods, such as hoes, 
rakes, forks and cultivating tools head 
the list of the most active items. It is 
estimated that dealers are buying 
within two to three months of immedi- 
ate needs and the future order list for 
fall delivery shows bookings on stoves, 
stove pipe, ammunition, etc. 


PRICE TRENDS 


Price revisions are few and the gen- 
eral tendency is inclined to be rather 
firm. Price reductions on two items 
have been announced, namely, twine 
and highest quality hand saws, which 
have been reduced approximately 10 
per cent. 
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ATLANTA 


EMPLOYMENT 


While the unemployment trend has 
been checked to a great extent in this 
section through increased building and 
construction activity, reports are that 
wage reductions continue to be on the 
increase. The Farm Relief Program 
undoubtedly has assisted in putting 
hundreds of otherwise unemployed 
farmers back to their respective occu- 
pations. 


NEW POST-OFFICE 


Initial arrangements for the con- 
construction of Atlanta’s $2,975,000 
post-office have been completed and 
actual construction is due to begin in 
about 30 days. The building, it is es- 
timated, will be completed and ready 
for occupancy within a year. The build- 





Trade Improves Steadily—Price Revisions 
Are Few—Sentiment Is Better 


ing will have a total working popula- 
tion of 14,000, of which 1095 are postal 
and railway mail service employees. 


AGRICULTURE 


Farm prospects this year promise to 
find our farmers following better pro- 
grams and policies than in past years. 
Reports from*all sections indicate that 
farmers, bankers and merchants are 
reaching sane and wholesome agree- 
ments upon credits, acreages and di- 
versification of crops. It is believed 
that this will be a bountiful and ban- 
ner year for those farmers who have 
sensibly and seriously entered upon 
the new farm program of live-at-home, 
and that next fall harvest time will 
find them in a position to see surer 
cash returns from their labors. 





CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, April 7. 


PRIL is opening with a fair de- 
A mand for hardware, but not 
quite up to that of a year ago. 
Some repair items, however, are mov- 
ing even better than this time last 
year, notably electrical accessories, 
eaves trough and conductor pipe, etc. 
Salesmen report that mercantile morale 
among the dealers is higher. A dealer 
in northern Wisconsin said: “Business 
begins to look a little more promising 
and I guess there will be a 1931, after 
all.” Another retail hardware man in 
southwestern Michigan said that busi- 
ness had really begun to pick up. 
These expressions are perhaps typical 
of what is going on in the more favored 
sections. 


RESERVE REPORTS 


According to data compiled by the 
Federal Reserve Bank of Chicago for 
February the ratio of hardware ac- 
counts outstanding at the end of that 
month to sales during the month were 
somewhat higher than in January or 
a year ago. Net sales of hardware by 
the jobbers in the district for February 
showed a decline of 31.6 per cent be- 
low February, 1930. Much of this vol- 
ume loss, of course, is directly attrib- 
utable to price declines. The figures 
for tonnage would not be so negative. 


April Business Improves 


February Sales Declined 


BUILDING PROSPECTS 


Building prospects in the Chicago 
territory are better. Figures gathered 
by the F. W. Dodge Corporation for 
northern Illinois, Indiana, Iowa and 
eastern and southern Wisconsin gave 
a total of $30,958,800 in building con- 
tracts awarded from March 2 to March 
14, as against $25,273,600 for all of 
February. The March figures included 
$9,889,000 for residential construction, 
or about one-third of the whole. The 
ratio of increase indicates substantial 
betterment as compared with March, 


1930. 
SPORTING GOODS 


Baseball goods are already exciting 
considerable interest and many dealers 
are buying their requirements. Retail- 
ers are displaying fishing tackle for 
which most of them had placed future 
orders in generous quantities. Seldom 
has wholesale fishing tackle volume 
been better than in recent weeks. Golf 
equipment has not yet swung into its 
usual seasonal movement, although 
mild weather will soon bring out the 
players. In some sections croquet sets 
are selling well. 


ELECTRICAL SUPPLIES 


Because of competitive conditions 
the price of BX cable has been reduced 
about 10 per cent. In coil lots it now 
sells to dealers at $23.75 per thousand 
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feet. The former price was $27 per 
thousand feet. The present price is at 
the lowest level BX has ever been. 
Wire and wiring devices, for the most 
part, are firmer and in good demand. 
Electric mixers are still selling freely. 
The call for other appliances as yet 
is relatively slight. 


VACUUM BOTTLES, Etc. 


Vacuum containers are creeping into 
annual favor as open weather ap- 
proaches and some dealers have been 
ordering ahead in preparation for the 
expected increase in demand. The 
chain. stores compete effectively in this 
field and hardware wholesalers believe 
the independent merchant can get his 


share of the business by means of a 
little extra aggressive effort. 


PRICE CHANGES 


Prices offered by the leading manu- 
facturers of bolts and nuts were steady 
throughout the winter and promise to 
continue so well into the spring selling 
season. Such price concessions on 
bolts and nuts as have been reported 
have been granted in scattering jobbing 
quarters or by small manufacturers. 
A reduction ranging from about 6 to 
15 per cent has been made on Disston 
hand saws, the manufacturers advising 
that this is their contribution toward 
improvement in general hardware con- 
ditions. 





CINCINNATI 4. 0" 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, April 7. 
HILE demand of district 
hardware jobbers has shown 
slight improvement during 
March, they indicate that it is not 
seasonable. March, on the whole, was 
a trifle better than February, but busi- 
ness continues to drag, and strenuous 
sales efforts are necessary to keep 
order books with entries. 


TREND OF DEMAND 


The character of demand: has not 
changed except for a trend toward 
spring articles, now that winter has 
virtually passed. Even though weather 
conditions have forced a change in 
seasonal demand, this has not been as 
great as last year, nor in sufficient 
quantity to indicate a desire on the 
part of consumers to carry heavy 
stocks of spring items. 


TREND OF PRICES 


While prices on many commodities 
appear to be more attractive than 
formerly, this has been the result of 
general downward trend of prices and 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
Pirtsspurcu, April 7. 


EATHER conditions in this 
district during the past few 
days have not been conducive 


to hardware sales. With retailers gen- 
erally confining their purchases to 
actual consumer demand, and doing 
very little stocking of the usual spring 
lines, business continues ratHer dull. 
Fertilizer is still moving in good vol- 
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not the result of any price cutting spe- 
cifically to attract business. 


STAPLE GOODS 


Staple merchandise continues to move 
at a little better rate than last month 
and these various items are holding 
their own place in the monthly balance 
sheets of companies. With the open- 
ing of spring and the resultant oppor- 
tunity toward building, an improve- 
ment in nails, screws and similar mer- 
chandise is bound to result. 


BUILDING PROJECTS 


Building trades are beginning to be- 
come encouraged with the recent award 
of contracts on the new railroad ter- 
minal and the announcement of plans 
for other structures. The general con- 
tract for the new $5,000,000 union ter- 
minal has been awarded to the James 
Stewart & Company of New York. The 
station is to be ready by Jan. 1, 1933. 
General improvement in the construc- 
tion industry is now expected by local 
building men. Home building has in- 
creased. 





ume. Most other spring lines are dull 
and apparently will await improved 
weather conditions before betoming 
more active. Paints are in slightly 
better demand, but the change is hard- 
ly noticeable. Retailers are taking ad- 
vantage of “baseball week” to push 
sales of sporting goods, but not much 
enthusiasm can be stirred up until the 
season opens. Roller skates are quiet, 
but a few retailers are building up their 


EMPLOYMENT 


Industrial employment, however, con- 
tinues to lag. Statistics indicate that 
while manufacturing employment has 
increased, construction employment 
has been slightly less and has offset 
the manufacturing improvement. The 
value of construction contract awards, 
however, has increased beyond the 
usual seasonal uptrend, and once these 
are under way a change in the monthly 
statistics for the better is sure to 
result. 


FINANCIAL SITUATION 


Reacting to slight selling waves, the 
local securities market has softened 
during the last two weeks. Of course, 
while the stock market is never offered 
as a definite measuring stick, the ap- 
parent nervousness of investors in the 
face of slight selling trends indicates 
the still uncertain temper of the “sell- 
ing mind.” 

Further viewing the financial situ- 
ation, statistics on bank debits indi- 
cate a falling off in February. While 
no figures are yet available for March, 
it is highly improbable that the trend 
has been checked. 

Passenger automobile bill of sale 
registrations, however, have shown an 
increase that points to increased buy- 
ing in this field. Real estate records, 
on the other hand, do not show as much 
buyer interest. 


STEEL INDUSTRY 


The pig iron, scrap and _ finished 
steel industries present no new picture. 
Demand for pig iron has remained at 
a steady level for some weeks past, 
with melters taking only what they 
need. Sheet steel mills have reported 
slight recessions in demand during the 
last two weeks, but since consumers 
are carrying relatively no inventories, 
a renewal of the uptrend is forecast. 


COLLECTIONS 
Local collections are still poor. No 
change has beén noted for the last 
thirty days. 


Trade Is Rather Dull 
Nail Market Is Stronger 


stocks in preparation to better spring 
demand. 


PRICE REVISIONS 


Few price changes of importance 
have been reported. Sisal rope has 
been reduced lc. per pound and is now 
quoted at 14c. for 34-in. and larger. 
Otherwise rope prices are unchanged. 
The nail market is somewhat stronger 
than it was last month, with most job- 
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bers adhering to a $2.15 per keg price 
on sales to retailers. Bolt and nut dis- 
counts are holding and no revisions are 
contemplated by either manufacturers 
or jobbers. 


STEEL INDUSTRY 


Conditions in the steel industry dur- 
ing the last week or two have been 
distinctly discouraging, with releases 
considerably reduced and operations off 
slightly in most departments. Steel in- 
got production has held better than 
finishing mill output, but production 
of raw steel will undoubtedly have to be 
scaled down somewhat unless heavier 
specifications for finished products are 
forthcoming in the next week or two. 
Steel prices still lack strength, and in 
many cases shipments during this quar- 


TWIN CITIES ° 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, April 7. 


ITH housecleaning time ap- 
proaching, hardware dealers 
and other merchants are shap- 


ing their displays and advertising to 
attract the dollars of the home makers. 
Outdoor sports, while not actively 
taken up as yet, are being considered 
by their devotees, and many items in 
this class are prominent in the stores 
of the Northwest dealers. Golf equip- 
ment is being featured, and golfers are 
showing interest in the season’s offer- 
ings. Active buying in a retail way 
has not started to any great extent, 
but dealers have their stocks on dis- 
play and ready for the demand. Fish- 
ing tackle stocks and displays have 
been given a larger and more promi- 
nent place in stores. 


FARM PROSPECTS 


Precipitation has been general over 
the northwest tributary to the Twin 
Cities during the past two weeks, and 
while this has rendered the dirt roads 
temporarily impassible it has had a 
very encouraging effect on the people 
in the agricultural areas. The gen- 
eral tone of mind has been greatly 
improved by this promise of sufficient 
moisture to germinate the crops, and 
give new life to the fall-planted grain. 
The long awaited moisture seems to 
be having a very much desired effect 
on the general morale in all lines. 


AUTO ACCESSORIES 


Tire dealers anticipate more than 
the usual unit volume in sales, with 
the present low level of prices. Call 
for winter accessories is over for this 
spring, and the amount of this trade 
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ter will be at a lower price level than 
was the case in the past three months. 


GLASS INDUSTRY 


Production of glass has been expand- 
ing gradually in recent weeks, but has 
also been checked somewhat by the 
lower requirements of the automobile 
business. Flat glass going to the build- 
ing trades is naturally dull, but there 
has been a brisk demand for non-shat- 
terable glass, production of which has 
shown increases over last year in spite 
of declines in all other lines. ~ 


CONSTRUCTION 


New construction activity has not 
changed much, and only public works 
projects are in sight to stimulate the 
market. Work is going forward on the 





has proved rather disappointing, due 
to the mild weather of the past few 
months. 


RADIO EQUIPMENT 


Radios for automobiles seem to be 
gaining in favor, and several different 
makes are being advertised in the local 
markets. Radios for the home are still 
commanding some attention, although 
the height of the season is well past. 
Miniature sets are still being featured 
heavily by some of the radio houses, 
while others steer a path away from 
them as much as possible. 


SPECIALS ACTIVE 


Dealers seem to be more ready for 
special features to build up customer 
interest than usual. Spring specials 
are very much in evidence, and jobbers 
are finding that their offers of assist- 
ance along these lines are meeting 
with more than the usual amount of 
interest. Household and spring clean- 
ing items are particularly favored at 
present, with fairly good success. 


MARCH TRADE 


In general, while summarizing fig- 
ures are not yet available, March did 
not show as much gain in volume as 
had been anticipated, according to es- 
timates made. Still, the general atti- 
tude is one of optimism, and of sin- 
cere belief in gradual improvement 
over the northwest. 


PRICE TENDENCY 


Prices on hardware items remain 
firm, showing practically no changes 
this week. The only item showing 
change is sisal rope, which has de- 
clined a cent a pound base. There is 





new Pittsburgh post office, and Alle- 
gheny County is doing considerable 
road repair work and other jobs which 
are calculated to relieve the unemploy- 


ment situation. Residential construc- 
tion is the most seriously depressed of 
all types, and the apparent over-built 
situation in apartment houses could 
hardly be calculated to inspire much 
work of that sort for some time to 
come. 


CREDIT SITUATION 


Collections continue very slow, and 
most jobbers are inclined to think they 
are growing worse rather than better. 
Formerly this condition was most seri- 
ous in the smaller industrial towns 
around Pittsburgh, but recently the city 
itself has felt the same tightness. 


pring Goods Are Active 
isal Rope Declined 


no change on manila rope. The new 
price on best grade sisal rope is l65c., 
base per pound, and second grade 
sisal, 14144c. per pound, base. 





Recent Survey Pictures 
Radio Tube Market 


More people are listening to the 
radio between the hours of 8 and 9 
p. m. than at any other time, accord- 
ing to a report issued by the radio com- 
mittee of the Association of National 
Advertisers. This report was prepared 
by Crosley, Inc., and was based on in- 
terviews with more than 31,000 set 
owners, as well as upon information 
secured from advertisers and_ other 
sources. 

Figures from this report show an 
average of three listeners per set, in- 
stead of the accepted figure of 4.3, as 
offered by the broadcasting companies. 
The potential radio audience is 27,- 
000,000 and the average length of the 
listening period is three hours. 

Based on these figures, the number 
of sets in actual use is about nine 
million, each of which is in operation 
about 1100 hours per year. This would 
indicate a replacement possibility of 
one set of tubes per year for each of 
these nine million receivers. With an 
average of seven tubes to the set, this 
represents a _ potential replacement 
market for 63,000,000 tubes. 

It should be borne in mind that no 
report based on a survey of a part of 
the market can be entirely accurate, 
but that such a survey, conducted by 
an unprejudiced investigator, can give 
a fairly true picture of actual con- 
ditions. 
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NEW YORK 


New York, April 7. 


HILE activity has been main- 

tained at about the same pace 

as during the latter part of 
March, current sales continue to re- 
flect slight seasonal increases. As a 
rule, most metropolitan hardware job- 
bers report sales at this time as averag- 
ing around 15 per cent below the levels 
during the same period a year ago. 
The major portion of the decline in 
sales is attributed to price reductions. 
In some instances, wholesalers who 
have adopted aggressive selling tactics 
and who have added many new lines 
have been enabled to maintain sales 
on a par with a year ago. The same 
can be said of some of the more enter- 
prising retailers in the metropolitan 
area. 


STOCKS REMAIN LOW 


Retail stocks continue to be held 
at low levels, although wholesale stocks 
are larger and more complete than for 
some time. Manufacturers who recog- 
nized the low levels of stocks in the 
hands of dealers anticipated that they 
would be augmented during the first 
quarter of the year. In this they have 
been disappointed, as the trade has 
manifested little confidence in prices 
and fewer evidences of improved con- 
ditions became apparent than were ex- 
pected. 


BUILDERS’ HARDWARE, ETC. 


Stimulated by increased activity in 
residential building operations, espe- 
cially in suburban sections, builders’ 
hardware is in better demand. Tools 
are still moving slowly, although a 
slight improvement is noticeable. Prices 
on most items in the builders’ hard- 
ware line are the lowest in several 
years. It is interesting to note that 
Canadian customs authorities have re- 
fused to accept the current domestic 
prices on the line, as representing 
“fair market value” for the purpose 
of determining duty. 


PAINTING MATERIALS 


Considerable activity is reported in 
paints and painting materials. Home 
owners, apparently, are quite willing 
to spend money for painting in the 
realization that it effects ultimate 
economies. Many dealers are stressing 
the present low and attractive prices 
on paints with splendid results. The 
fact that paint is said to increase the 
sales value of a home 16 per cent is 
being effectively used, in many in- 
stances, as a sales point. 
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SPRING MERCHANDISE 


A large portion of the present de- 
mand centers upon goods of seasonal 
character. Lawn and garden tools are 
in excellent demand. House cleaning 
supplies are moving briskly. Prices on 
most spring lines are rather weak. 
This is particularly true of the market 
for poultry netting, copper and bronze 
wire cloth, and lawn fence. 


PRICE TRENDS 


Few revisions of importance have 
recently been announced by manufac- 
turers, but the present market can be 
correctly termed a “buyers” one. Fewer 
price reductions are being announced 
than was the case earlier in the year, 
and in scattered instances advances 


Sales Make Gradual Gains 


Collections Are Slow 


have become effective. Some students 
of the hardware market have expressed 
the belief that price advances appear 
likely on galvanized tubs and _ pails, 
cotton cordage, window glass, sheathing 
paper, abrasive papers, denatured al- 
cohol and linseed oil. 


COLLECTIONS 


The credit situation has shown little 
improvement. Collections continue to 
have a fair average. Many dealers are 
rather hard pressed to meet their ob- 
ligations because of their inability to 
collect outstanding accounts. Jobbers, 
in some instances, are accepting notes 
from dealers for past due accounts. 
It is believed that collections will im- 
prove as the spring season advances. 





BOSTON 


(Boston office of HARDWARE AGE) 
Boston, April 7. 
LL things considered, the New 
England retail and wholesale 
hardware business is satisfac- 
tory. As spring advances, there is a 
natural increase in the movement of 
merchandise. Reports from many re- 
tailers show varying business condi- 
tions, some showing larger sales than 
a year ago, others no gain or no loss, 
and still others a slight loss. Collec- 
tively, it can be assumed that sales are 
holding their own with a year ago and 
running ahead of a month ago. Whole- 
sale sales are running ahead of a year 
ago in volume and just about on a par 
in value. If comparison is made with 
chain stores and mail order houses, 
it is found that the hardware trade is 
making a very credible showing. 


BUSINESS DIVERSIFIED 


As has been the case for some time, 
business is diversified, retailers de- 
manding possibly a greater variety of 
stock than has been noted at any one 
time in many, many months. At the 
moment there is an especially good de- 
mand for steel tray barrows, paint 
scrapers, paint brushes and wall paper 
cleaners; garden tools; cocoa mats; 
clothes baskets, carpet beaters; wring- 
ers, wash tubs and carpet sweepers; 
and step ladders. 

Merchandise needed outside homes 
that is conspicuous on a majority of 
the orders taken each day, include 
grafting wax, insecticides, all kinds of 


Business Satisfactory 
Prospects Brightening 


fencing and flower bed guard, con- 
ductor pipe, brooders and other chicken 


goods. 


FUTURES ACTIVE 


One of the most encouraging signs 
of the day is the increase in sales of 
futures, according to jobbers. Numer- 
ous instances are cited where sales of 
individual items up to March 31 
equaled those for the first six months 
of 1930. There are, of course, other 
items that are not making as good a 
showing, but the fact remains that col- 
lectively 1930 future sales to date are 
making a much better showing than 
they have in several years. The change 
of heart among retailers to anticipate 
requirements is particularly encourag- 
ing because it demonstrates clearly that 
the trade has confidence in the future 
of New England and of, the United 
States. 


ENCOURAGING REPORTS 


Encouraging industrial reports con- 
tinue, and they more than offset the 
few setbacks noted in March. The 
Lawrence, Mass., Chamber of Com- 
merce last week issued a report which 
showed a remarkable increase in the 
manufacturing activities of that city 
and localities in its immediate vicinity, 
as compared with the first quarter of 
1930. Due to mill closings and labor 
troubles, the trials of retail merchants 
in that city were many for a long, long 
time, consequently the improved busi- 
ness conditions are heartening. Fall 
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River, Mass., industries are doing bet- 
ter, but the municipality is in financial 
difficultes, and business interests are 
fearful regarding taxation. 

Some municipalities, in their effort 
to lighten the unemployed situation, 
are arranging for people to have vacant 
lands to plant this spring and summer 
as they did in the war days. It is 
believed this movement will gather 
momentum as the weather warms up. 
It is also believed that many unem- 
ployed will act independently as re- 
gards gardens. Any increase in the 
garden planting movement is bound to 


be reflected in retail hardware sales. 

Then, too, the annual clean-up and 
paint-up periods ought to help hard- 
ware sales. Usually April 19 is the 
day set by most New Englanders, and 
certainly Massachusetts people, to start 
garden and lawn work. Much of the 
retail hardware dealer buying of late 
has been with such work in mind as 
well as the needs of property owners 
and renters. 


WIRE CLOTH CHANGED 


A revamping of wire cloth prices is 
the only change of importance made 








the past week. From stock, black wire 
cloth, 12 mesh, is now $2.15 per 100 
sq. ft. roll; galvanized, 14 mesh, $2.60; 
bronze, 14 mesh, $6; bright copper, 
14 mesh, $5.75, 16 mesh, $6.10; dull 
copper, 14 mesh, $5.75; 16 mesh, $6.10. 
On direct shipments from mills, black 
cloth, 12 mesh, is now $1.65 per 100 
sq. ft. roll, and 14 mesh, $2; galvan- 
ized, 12 mesh, $1.80, 14 mesh, $2.15, 
16 mesh, $2.45; bronze, 14 mesh, $5, 
16 mesh, $5.35, 18 mesh, $5.70; cop- 
per, light and dull, 14 mesh, $4.75, 
16 mesh, $5.10, 18 mesh, $5.45. 


Celeman Offers Trade-in and Time Payment Arrangements 


to Dealers 








has a trade-in sale idea, as part of the company’s 

1931 stove selling problem. There are in it four 
points to encourage consumers to buy more stoves. Free 
extra generators, trade-in offer, easy payment plans and 
a campaign of national, local and direct mail adver- 
tising are being used by the company to induce new 
sales. 

In the free extra generator plan, two generators 
are offered to new customers. One extra generator 
is attached to the stove, while the second generator 
is offered to those who mail.a card, attached to the 
stove. Upon receipt of the card the dealer sends the 
second extra generator to the consumer. On all mod- 
els in the pressure gas line dealers may offer cus- 
tomers up to $20 or $25 for their old stoves, toward 
the buying of a new Coleman stove. 

Dealers are also able to offer a time payment plan; 
complete arrangements as to financing being handled 
by the Coleman organization. Dealers, according to 
the company, are enabled to make their profit in the 
early part of the transaction, enabling them to suc- 
cessfully meet the installment house competition. 

The free extra generators are of two different types. 
One is a master generator, which is the heart of the 
pressure gas stove, while the other generator is a 
preheater type, which is used to start the stove. This 
second generator operates very quickly. 

Included in the local and direct mail advertising 
suggested for the use of the dealer are: telephone sell- 
ing plans, window display material, instructions for 
store demonstrations, special sales, home demonstra- 
tions, Saturday sales, local newspaper advertising, 
local mail advertising and a new five-week postcard 
campaign. 


# OLEMAN LAMP & STOVE Co., Wichita, Kan., 


Seld 300 Radio Sets in One Year in a 
Town of 3800 
USINESS at the present time isn’t as brisk as 
B it might be in Apollo, Pa., which relies large- 
ly upon steel mill activity. In normal times, 
however, the H. S. Steele Hardware Company of 
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Apollo sells enough radio sets to augment his annual 
volume by some $35,000 each year. Two nationally 
known makes of radio are carried and the addition of 
radio to the store stock has proved most satisfactory. 
When the miners and steel workers who reside in 
Apollo again resume their jobs, there is every indi- 
cation that the Steele establishment will again be 
selling 300 radio sets every year. 


Wisconsin Dealers Entertained by 
Sehlitz Brewing Co. 





During the Convention of the Wisconsin Retail 
Hardware Association the dealers were entertained 
one noon by the Schlitz Brewing Co., of Milwaukee. 
This large crowd of people were shown over the 
brewery and treated to a generous supply of its 
product together with a satisfying lunch. 

Photo shows the group enjoying the Brewing Com- 
pany’s hospitality. 
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“Light, Ine.,”’ Opens Doors at 
G. E. Lighting Institute 


“Light, Incorporated,” a model 
store which demonstrates every type 
of good lighting to be found in the 
modern retail store, has just been 
completed at the General Electric 
Lighting Institute, Nela Park, Cleve- 
land. 

From the artistically designed elec- 
tric sign at the entrance, to the 
colorama installation in the rear of 
the store, Nela Park engineers and 
merchandising specialists have de- 
vised a demonstration medium which 
shows the many ways in which light 
can be employed to attract passers- 
by; call their attention to featured 
merchandise in various store depart- 
ments, and by ingenious spotlighting 
and other arrangements, effectively 
direct the flow of store traffic. 


Window Lighting 

Each of the show windows is 6 ft. 
wide, 4 ft. deep, and 8 ft. high. One 
of these is equipped with six Pitts- 
burgh reflectors over hammered glass 
plates, each using a 300-watt lamp, 
two units per circuit. The other con- 
tains four louvered X-Ray reflectors, 
each with a 300-watt lamp; circuits 
arranged as in the first. The floor 
in one window is made luminous by 
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means of various shapes of opal 
glass panels, each of which is lighted 
from underneath by colored and clear 
lamps. These lamps are ventilated 
by air drawn through perforations 
in the baseboard, past the lamps, and 
exhausted through a flue built into 
the side column; which discharges 
the heated air above the roof of the 
building. 

General illumination for the store 
is supplied from recessed units 
equipped with Holophane prismatic 
plates that direct an intensity of 140 
footcandles onto the counter top. 
Spilled light from these units illumi- 
nates the center of the room to an 
intensity of 80 footcandles. These 
twelve units, on each side, are lo- 
cated over the center line of the 
counters and are spaced 24 in. apart. 
Two totally inclosing modernistic 
globes, each equipped with a 300- 
watt lamp, typify the suspension type 
of lighting. 


Has Colorama Effects 


Colorama—that new type of light- 
ing, limitless in its variety of chang- 
ing patterns, is a feature of the new 
store. It presents new color designs 
and combinations which have never 


before been obtained. The ceiling 
has been properly arched to reflect 
best the many designs which are pro- 
duced on the ceiling above the wall 
cases. The control panel for the 
Colorama is located at the rear of 
the store. 


Wholesale Radio Increased 
110 Per Cent During Third 
Quarter of 1930 


Wholesale radio business in the 
United States during the third quar- 
ter of last year increased more than 
110 per cent, as compared with the 
preceding quarter, while at the same 
time retail trade showed an increase 
of slightly more than 12 per cent, az- 
cording to the Bureau of Census, De- 
partment of Commerce. 

The gross volume of all wholesale 
radio business, based on reports from 
certain wholesale dealers, amounted 
to $28,029,121 for the third quarter, 
according to the statistics, as against 
$7,680,689 for the three months 
which ended June 30. When such 
factors as the difference in the num- 
ber of wholesalers who reported are 
taken into consideration, the bureau 
states that the increase was 111.46 
per cent. 

The bureau’s figures are based on 
replies to questionnaires mailed to 
radio wholesalers. For the third 
quarter 1629 questionnaires were 
mailed, of which 326 were returned 
with data, or 20.01 per cent. A total 
of 1484 went out for the second quar- 
ter, with 228 returns, or 15.86 per 
cent. The statistics are based on re- 
ports from both “identical” and “non- 
identical dealers” in this group of 
computations. 

Wholesale sales for the third quar- 
ter included 225,493 electric, console 
and midget types of electric receiv- 
ing sets, 13,030 combination radio- 
phonographs and 5174 _ battery-op- 
erated sets. For the second quarter 
electric, console and midget types to- 
taled 67,568, or 84.11 per cent, below 
the sales for the succeeding quarter; 
combination radio-phonographs aggre- 
gated 10,049, or 1.18 per cent, above 
the third quarter, and battery-op- 
erated sets 2280, or 109.01 per cent, 
below the third quarter sales. 

Retail radio business for the same 
periods, another computation of the 
bureau shows, amounted to $17,024,- 
281 for the third quarter, and $13,210,- 
251 for the second quarter, or a differ- 
ence of 12.03 per cent. 

For the third quarter the number 
of electric, console and midget receiv- 
ing sets sold was 128,848, as against 
83,394 for the second quarter, an in- 
crease of 33.15 per cent. Combina- 
tion radio-phonograph sales totaled 
7499, as against 5878 for the second 
quarter, an increase of 1.05 per cent. 
Battery sales aggregated 5230 sets. 
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The Gilbert and Bennett Mfg. Co., 946 First Na- 
tional Bank Bldg., Chicago, has prepared some new 
window display material for distribution to dealers 
who are handling its Pearl Wire Cloth. The cut outs, 





which are lithographed in several colors, are designed 
to use with a roll of wire cloth. This material is 
timely now in advance of the opening of the actual 
selling season. 





Ss 


There was an unusually large attendance at the four- 
teenth annual convention of the American Brush Manufac- 
turing Association held at Atlantic City, N. J., March 19 
and 20, 1931. Interesting addresses were given by Samuel 
F. Dixon, William Dixon, Inc., Newark, N. J., Saunders 
Norvell, president, Remington Arms Co., Inc., New York 
City, F. Stirling Wilson, chief of the Business Research 
Service Section of the Bureau of Foreign and Domestic 
Commerce and William B. Burruss, sales counselor. 

In considering the question of prison competition in 
the manufacture of brushes at the Federal pentitentiary at 
Leavenworth, Kan., it was held that Federal prisoners 
at that institution should be afforded work, but that the 
Government should not permit all of the Government’s 
brush business to be taken care of by the penitentiary as 
it would be an unjust discrimination against the industry. 
It was also felt that the brushes made in prisons should 
be made by hand, as there is so much unemployment and 
that machine production in prisons would curtail outside 
employment. A special committee was appointed to con- 
fer with the Bureau of Prisons on the question. Members 
are: A. S. Polk, Rennous-Kleinle Division, Pittsburgh 
Plate Glass Co., Baltimore, Md.; George Barth, Bigelow 
Brush Co., Baltimore, Md.; W. C. Read, New Jersey Brush 
Mfg. Co., Inc., Newton, N. J., and J. H. Heroy, Rennous- 
Kleinle Division, Pittsburgh Plate Glass Co., New York. 


Anti-trust law revision was favored in a _ resolution 
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F. Dixon Again President of American Brush Manufacturers 


stating reasons for desiring modification and amendment 
of these laws. The secretary’s office was instructed to pre- 
pare a list of all trade names now used by members on 
their brushes, so that the list might be distributed. In- 
creased protection afforded the industry by the new tariff 
rates, as well as the necessity for_securing their observa- 
tion,’was also discussed very thoroughly. 

H. R. Colwell of the Division of Simplified Practice 
announced that acceptances of the project covering Dutch 
Kalsomine brushes have been received from manufacturers 
whose production comprises over 80 per cent of the 
total output. It will be declared operative and a general 
report will be issued by the division in about five weeks. 

Officers for the coming year are: President, Samuel F. 
Dixon, William Dixon, Inc., Newark, N. J.; first vice-presi- 
dent, J. H. Heroy, Rennous-Kleinle Division, Pittsburgh 
Plate Glass Co., New York City; second vice-president, 
Franklin G. Smith, The Osborn Mfg. Co., Cleveland, Ohio, 
and treasurer, F. R. Maxwell, Elder & Jenks, Philadel- 
phia, Pa. 

Directors were elected to serve two years as follows: 
H. G. Russell, Rubberset Co., Newark, N. J.; G. A. Mil- 
lard, The Fuller Brush Co., Hartford, Conn., and A. E. 
Pitcher, Du Pont Viscoloid Co., Arlington, N. J. E. D. 
Peck, Devoe & Raynolds Co., Inc., New York City, was 
elected a director to succeed Frederick C. Ely, whose term 
expires March, 1932. 
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THE ONLY. SHOT THAT COUNTS !S THE SHOT THAT HITS 








IMPORTANT 


HICAGO is one of the largest distrib- 
uting centers in the country. Not 
having adequate distribution in that mar- 
ket, about three years ago we made ar- 
rangements with HIBBARD, SPENCER, 
BARTLETT & CO. to handle our goods. 
We sought this connection not only on 
account of the high standing of this 
house, but also because of the strategy 
of the sales situation. Our relations were 
mutually satisfactory and they sold a large 
volume of goods. Last year we had a 
difference entirely on the question of 
sales policy. They objected to certain 
things that, at the time, we felt could not 
be changed. As a result of this difference, 
with regret we discontinued this sales con- 
nection. 

Since the first of this year the situation 
has completely changed and their objec- 
tions have been removed. We, therefore, 
again sought their business and have 
made an arrangement with them to dis- 
tribute our GUNS and RIFLES and our 
lines of SHELLS and CARTRIDGES. 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











NOTICE 


They will shortly have a complete stock 
of these products and be ready to serve 
the retail trade in their territory who 
prefer to buy REMINGTON goods. 

Following our difference in sales pol- 
icies, rumors were set on foot that 
HIBBARD, SPENCER, BARTLETT & 
CO. had bootlegged our goods to the mail 
order houses. This statement was never 
made by our company and we know it to 
be untrue. As a matter of fact, when we 
heard this gossip we wrote to our sales- 
men denying the rumor. 

In making this announcement that 
they will carry our goods in the future, 
we also wish, as far as lies in our power, 
to do them the justice of correcting this 
false rumor. We trust that this frank 
statement of the situation will meet with 
the approbation of the trade and we will 
ask the customers of this house, who de- 
sire REMINGTON guns, rifles and the 
REMINGTON brand of shells and cart- 
ridges, to favor us with their business 
through them. 


A Payrnr2r2e, 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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The Saw of the Past, 
| ) Present 


and 


Future 







In Constant 
Demand 


More than half a century ago, 
mechanicswere using STAR SAWS. 
Today, mechanics prefer them and 
their constant and ever increasing 
demand is ample assurance that 
the saws of the future will be 
STAR. 


You can be assured of quicker 
turnover and greater profits by 
selling STAR SAWS. Order from 





your jobber. 
CLEMSON BROS., INC. 
MIDDLETOWN NEW YORK 





HACK SAWS and 
BAND SAWS 








What Became 
of the PROFIT? 


(Continued from page 44) 


building up in the liabilities a 
reserve for this depreciation. 

8. What the ratio of quick as- 
sets (cash on hand plus imme- 
diate cash receipts, say. one 
month’s) to current liabilities. 
If we have two dollars of such 
assets to every dollar of current 
liabilities we are in an enviable 
financial position. 

9. How much do we owe the 
bank? Banks exist by lending. 
Yet they frown upon a merchant 
who continually renews his notes. 
They expect him to clear up 
everything at least once a year. 

10. Unless the discounts 
earned amount to a very con- 
siderable sum, the financial con- 
dition has been none too sound. 
Passing up discounts is a serious 
by-product of some deeper 
trouble, usually a top heavy 
stock. 


11. If sales show a decrease, 
there should be a corresponding 
reduction in expenses, stock, ac- 
counts receivable, and accounts 
payable. Without doubt this is 
the most difficult problem in re- 
tail merchandising. Yet that ad- 
justment must take place eventu- 
ally—the sooner the better. 

12. And now profit. If we 
have followed this analysis, we 
know exactly of what our profit 
consists. We have found it may 
be in cash, merchandise, accounts 
receivable, or even in reduced 
accounts payable. 

Profit, we have discovered, 
does not depend on volume in 
itself, nor on any other one 
thing. Profit is rather the result 
of favorable relationships _be- 
tween volume and the various 
other factors of hardware retail- 
ing. And these relationships 
must function so they pay the 
merchant a substantial money- 
profit from time to time. Or 
else—look out! 








Uniformly Attired Sales Force impresses 
Patrons of Wisconsin Store 


ATRONS of the V. Tausche 
P Hardware Co., La Crosse, Wis., 

are impressed by the neat and 
uniform attire worn by the sales 
force. Walter A. Ahlstrom, mana- 
ger, of the firm’s retail department, 
is quite enthusiastic over the favor- 
able comments customers have made 
regarding the practice. He also said 


that the idea was well received by 
the salesmen themselves. 

The coats are made of a light grey 
material, which does not soil easily, 
but which can be laundered as re- 
quired. To further the unified attire 
idea, it is the custom for every sales- 
man to wear only bow ties when on 
the job. On each coat a large cellu- 
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loid button is worn, which is im- 
printed with the firm’s name, as well 
as the salesman’s name and number. 
This has been found very helpful in 
creating more friendly relations be- 
tween customers and the sales staff. 

Frequently, observing the sales- 
man’s name on the button aids in 
tracing errors, or enables the cus- 
tomer to easily remember the sales- 
man, if he or she, has been served 
in the pleasing manner customary in 
the Tausche establishment. 

Clerk No. 9, Joseph Loefflad, 
farmer’s supplies and  stockman; 


clerk No. 5, Alert Betz, stoves and 


skelgas; clerk No. 6, Tom Jiracek, 
electrical goods; price clerk, Henry 
Betz, office man and price clerk; 
clerk No. 2, Walter Foehser, tools and 
builder’s hardware; retail manager, 
Walter A. Ahlstrom; clerk No. 7, 
Herman Schultz, general clerk-win- 
dow trimming and advertising; clerk 
No. 4, Walter Shepard, sporting 
goods and cutlery; clerk No. 3, John 
Duerrwaechter, head clerk; No. 10; 
Bruno Willer, house furnishing: 
clerk No. 8, Frank Herlitzke, paints 
and supplies; clerk No. 1, Leonard 
Betz, farm and garden tools. 





Did You Know The American Legion Selected a Hardware 
Merchants Son as Its National Commander ? 


HEN the smoke had 
cleared away at the 
Twelfth Annual Conven- 


tion of the American Legion, 
Ralph T. O’Neil had been elected 
its national 
commander. It 
is believed that 
few in the hard- 
ware trade are 
familiar with 
the fact that the 
incumbent na- 
tional com- 
mander is the 
son of Thomas 
J. O’Neil, proprietor of the 
O’Neil Hardware Co., Osage 
City, Kan., a prominent mid- 
West hardware merchant. 

While the national commander 
of the Legion’s 900,000 World 
War veterans has never actively 
engaged in the hardware busi- 
ness with his father, and has in- 
stead devoted his career to public 
life and the practice of civil law, 
he was literally born from hard- 
ware stock, as Mr. O’Neil, Sr., 
was clerking in an Osage City 
hardware store when the future 
national commander first saw 
the light of day. 

In fact Thomas J. O’Neil has 
been in the hardware business 
continuously since he was a youth 


RALPH T. O’NEIL 





of seventeen. He early acquired 
an interest in the hardware firm 
for which he worked, and in 
1880 became sole owner of the 
store that has occupied the same 
location for the 
past fifty years. 
Under his guid- 
ance it has be- 
come one of 
the outstanding 
hardware es- 
tablishments in 
that section of 
Kansas. 

He served as 
president of the Western Retail 
Implement and Hardware Asso- 
ciation in 1892, and was a mem- 
ber of its board of directors for 
ten years. Many of the early 
achievements of the Western as- 
sociation are due, in a large 
measure, to his efforts. 

In 1923 the elder Mr. O’Neil 
was appointed State business 
manager and continued to serve 
in that capacity under four gov- 
ernors. His strenuous attention 
to the work caused his health to 
break and he was forced to resign 
in 1926. In the interim he had 
not relinquished the control of 
his hardware establishment and 
returned to Osage City, where he 
continues to direct his business. 


THOS. J. O’NEIL 
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MASTER WINS — ALWAYS 
ON THE INSIDE TRACK 


Our 100% distribution through the le- 
gitimate hardware jobber to the dealer 
has kept us on the inside track! 

No change in our policy — we started 
right —we stayed right! 

Master padlocks are the Fastest sell- 
ing quality padlocks in the World. 
Not sold to Chain Stores» Mail-Order 
Houses or Cut-Rate Merchants. 


MASTER LOCK CO 


‘World's Largest Exclusive 


Padlock. ufacturers 
MILWAUKEE, WIS., U.S.A. 














A school meeting at the Hall Hard- 

ware Co., Ballinger, Texas. Mr. Gallo- 

way is seated in the second row, right 

hand side and E. D. Peden is standing 
at the left wall of the store. 





R. B. GALLOWAY 








Peden’s 


Seven Point Program 


Provides Dealers: Merchandising School--Time Pay- 


ment Plan -- Own Mail Order Catalog -- Other Help. 


by CHARLES J. HEALE 


VERY Texas hardware store 
H; owner a modern merchant. 
Every clerk in his employ 
a modern salesman and a future store 
manager or owner. That is the goal 
R. B. Galloway seeks. That is his 
interpretation of his real job as sales 
manager for Peden Co., Houston, 
Tex. In two years his seven-point 
program has, with the cooperation 
of retailers, made great headway. 
This plan includes: 1—A mail 
order catalog for the dealer’s own 
use bearing his store name and ad- 
dress. This to be used to meet mail 
order competition on their basis. 


2—A time payment plan for selling 
articles commanding a high unit of 
sale. Peden carries the paper, re- 
gardless of the source which sup- 
plied the merchandise. 3—A simple 
yet workable plan of stock control 
to insure a turn over of investment 
and yet have sufficient goods in stock 
to serve local needs. 4—Buying 
backward, which means that Peden 
will put its dealers in position to 
meet price competiton; in other 
words, cost will be determined back- 
ward on specials so that the retailer 
may offer the consumer the same 
values as any and all competitors. 


5—Store ‘arrangement, which em- 
braces everything from complete 
modernization with new fixtures 
down to changing over a single dis- 
play table or other display unit. 
The first year the seven-point plan 
was used more than 60 stores in 
Texas were rearranged as part of 
the program. 6—Free panel or dis- 
play board services. The dealer pays 
for the goods only. The sampling is 
part of the service from Peden. 7— 
Clerks’ school, which is really a 
store owners’ and clerks’ school. 
This clerks’ school or point seven 
is a constant series of group meet- 


Shortly after the Galveston convention E. A. Peden and Mr. Galloway addressed a Warren County anti-chain store mass meet- 
ing at the Huntsville, Texas, courthouse. They are seated in the front row. 
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We announce 
here the new Nor- 
wich Line of Ham- 
mers. It is added to 
our Maydole Line so 
as to give you a wider 
range in selling prices. 


While the Norwich brand 
retails at lower prices, it is a 
Quality Line which will give 
entire satisfaction. 

The Norwich Line will be 
made in three types:—the Curved 
Claw, the Straight Claw, and the 
Machinist Ball Pein, and made only 
in eight popular sizes. 


This Line is truly Another Maydole 
Product of Quality, at a price to meet the 
demand for medium priced hammers. 


Write for list of sizes and further informa- 
tion, or ask your jobber. 


DAVID MAYDOLE TOOL CORPORATION 
NORWICH, NEW YORK 





ey 206 TOOLS 











Pin Jumbler 
6xtruded Brass 


PADLOCKS 











How much security do you want? How long 
do you expect the lock to stand up without 


giving trouble? 


Such casual questions emphasize to custom- 
ers that ALL padlocks do not afford sure 
protection and trouble-free long wear. They 
are questions that take but a moment and 
often make a sale df a good Extruded Brass 
Eagle Padlock instead of a poorer grade 
lock yielding you half the profit. 


The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 
Cabinet Locks 


_..€ 
EAGLE IOSCK CO. 


CNCTA. 
26 Warren Street-- New York 
521 Commerce St. 114 Bedford St 


Branch Offices: 
177-179 N.Franklin St. 
Philadelphia, Pa. Boston, Mass 
Works at Terryville, Conn. 


Store Door Sets 
Padlocks 

Wood Screws 
Stove Bolts 





Chicago, lil. 


2 ( 


\ 














-~ 


Another typical group or school at Bryan, Texas. 


ings held in different sections of 
Texas. Attendance has been any- 
where from 25 to 100, with the ma- 
jority running 50 and 75. Some- 
times the meeting will be held at a 
store, other times at a convenient 
auditorium or hotel. The Peden 
salesman in the territory augments 
the company’s written invitation by 
personally inviting his dealer cus- 
tomers and their clerks, giving them 
an idea of the school plan. There 
is considerable rivalry between the 
salesmen seeking bookings for 
schools in their territories. On the 





TEN COMMANDMENTS 
FOR THE DEALER 


1. Do you come to your store 
each day in a pleasant frame 
of mind? 

2. Do you insist that your clerks 
be neat and clean in their 
appearance? 

3. Do you patronize your local 
merchant in your personal 
buying? 

4. Do you waste your time on 
petty detail work, or are you 
an executive? 

5. Do you respect and hold fel- 
lowship with your local com- 
petitors? 

6. Do you allow your clerks to 
smoke or chew while on duty? 

7. Do your employees respect 
you as their leader? 

8. Do you hold weekly meetings 
with your clerks? 

9. Do you trim your windows at- 
tractively and change them 
often? 

10. Do you command the re- 

spect of the people in the 
community? 
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places respectively. 


wall of Mr. Galloway’s office you 
will always find a schedule some- 
thing like this—Hall Hardware Co., 
Ballinger, Texas, Feb. 25; Yeager 
Edge Hardware Co., Bryan, Texas, 
March 10; San Saba, Texas, April 
16; Harlingen, Texas, May 13; 
Wharton, Texas, May 20, etc. Along- 
side is a map of the State showing 
air routes, auto roads and railway 
and bus lines, so that transportation 
may be planned quickly. 

Acceptance of the school or group 
meetings has been such that each 
group of merchants and their clerks 
demand a second session. Word has 
spread, and now we find Mr. Gallo- 
way’ schedule made up for many 
months in advance. During a school, 
the seven points mentioned are out- 
lined point by point, and then Mr. 
Galloway’s ten commandments for 
the dealer and the ten for the clerks 
are presented in the same manner. 
To illustrate each idea in these com- 
mandments, Mr. Galloway, who is 
the moving and driving power in the 
school plan, quotes specific ex- 
amples, good and bad, that he has 
actually seen in hardware stores dur- 
ing the past 15 years. The com- 
mandments for both dealer and clerk 
are shown on this page and offer a 
stimulation to all hardware men. 
There is usually plenty of informal 
discussions prompted by questions 
from those attending the classes. 
Much of the talk given by Mr. Gallo- 
way, a veritable human dynamo, is 
of an inspirational nature. 


Charts and blackboard _illustra- 


Mr. Galloway and D. D. Peden 





are in the first row, third and fourth 


tions are used for explaining store 
arrangement, table arrangement and 
the making up of price cards and 
the figuring of mark-up and dis- 
counts. Most of the Peden salesmen 
are capable of making window dis- 
plays and also of arranging table 
displays and store arrangement. 
Where practical, dummy displays are 
made up right before the classes, and 
those attending are urged to partici- 
pate just to see “how easy it is.” 
These meetings also provide an ex- 
cellent opportunity for explaining 
the merits of new goods. 





TEN COMMANDMENTS 
FOR THE CLERK 


- Do not try with all your abil- 
ity to sell every customer 
you wait on. 

2. How many customers slip- 
ped away because you did 
not know your stock? 

3. How many customers left 
the store because you did 
not take enough time with 
them? 

4. How many customers walked 
out without being intro- 
duced to another clerk? 

5. How many customers names 
do you obtain each day? 

6. How many customers leave 
your store in a_ pleasant 
frame of mind? 

7. How many customers have 
you contracted thru mail, 
telephone and __ personal 
calls? 

8. How many store helps have 
you offered the boss? 

9. Are you a 100% employee? 

10. Are you big enough to be 

the Manager? 


_ 
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mq how MYERS 


House Pumps areBetter 
Built Than Ever Before, 


Soon your customers will be calling for house pumps. 
Quality always appeals to discriminating buyers. Myers 
House Pumps are designed to render real pumping service. 
They have so many features over ordinary types of house 
pumps that they are easier to sell and carry worthwhile 
profits. 

You are overlooking a decided advantage if you fail to 
recognize the opportunities this line presents for satisfactory 
pump business. 


















PATENTED 


COG-GEAR 


Write or wire for catalog and prices. 


FIG.I675 FIG2383 FIGIG65 FIG.1746 









THE Tae E. MYERS & BRO.¢o. 
ASHLAND, OHIO. 
Manufacturers for over Fifty Yeers Of MYERS HONOR-BILT puns or NEACTOR 


rpose, 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
GARAGE DOOR HANGERS: STORE CADDERS-E 








Clippers: 
: This is a variation 
from the standard 
side bolt clipper in 






‘Angular 
Bolt Clipperigee a] 
In this tool the jaws 
are at an angle of 30 
‘ degrees to the han- 
dies enabling the 
workman to use the 
tool on work that is 
above or below, 
‘without undue 
reaching or bend 
ing. 

The 36 in. size has 
acapacity of 5-8 in. 
annealed bolts in 
the thread or 1-2 in. 
soft steel rods. 

This tool has found 
great favor for cut- 
ting the tie wire in 
concrete walls, ends 
of nails in tempora- 





















+ This is the Side Bolt — 
Clipper which has the 
cutting edges parallel 
tothe handlesandcuts 
: with the tool at right ~~ 
angles to the bolt. 
| —s- This tool is made ina 
full line of sizes up to 
42 in. long cutting an- 
nealed bolts in the 
thread 3-4 in. or soft 
_ steel rods up to 5-8 in. 
The smallest model is 





































cutting capacity of 
-8 in. annealed 
_ bolts in the thread 
‘or 1-2 in. soft steel 
tods. This type of 
bolt clipper has 
_ been used exten- 
|  sively.in automo- 
_ bile body building, 




































10 in. long and cuts truck building, rail- sy senilolding, fort 
bolts in the thread up _ road freight car fender bolts on au- 
wed hs or soft steel _, building and ae tomobiles and for 
1-8 in. — andin wera repair work on farm 
: . a other trades and in- hi - ete; 
Clipper cut jaws for. S Anordios. s machinery, etc 





close cutting. Center a 
cut jawsforextraheavy 






oll H. K. PORTER” 


/eAshland Street 
A EVERET T~ MASS} 




























An Instructive 
Model Store 














The stock is carefully depart- 
mentized with talking cards 
identifying the different sec- 
tions of this model store. 
Related merchandise is 
grouped together to promote 
second sales. Every item is 
price marked. Compartments 
on the tables were neither 
crowded nor half empty and 
handles were all put toward 
the prospect. The store was 
shown at the Indianapolis 
convention by David Lupton’s 
Sons Co., Philadelphia, Pa. 





Two outstanding features that interested the 
many dealer visitors were the compact sporting 
goods unit adjustable to the different seasonal 
sport goods and the housefurnishings and paint 
section, showing a tie-up between the upper 
shelves for bulky merchandise and the mis- 
cellaneous related small“items below. The 
grouping of related merchandise is emphasized 
in both of these closeups. 



























































REFRIGERATOR 
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FoLDER 


HIS folder illustrates and de- 
scribes the new line of Wall 
Dreadnaught Blow Torches and 
Furnaces in a variety of low- 





priced sturdily constructed types. 
Dealers already handling this new 
line enthusiastically endorse these 
real 


Wall products as profit 


bringers. 
“Service with Safety” 


isi new line of Wall Dreadnaught 
products is built to meet the de- 
mand for “Service with Safety” at a 
low selling price. Welded bottoms, all 
connections brazed, factory tested be- 
fore shipment and warranted to give 
complete satisfaction under every con- 
dition of service. Write for descriptive 
folder today—add this new line to your 
list of money makers, 





P. Wall Mfg. Supply Company - Pittsburgh, Pa. 


DREADNAUGHAT 


**Service with Safety” 


BLOW TORCHES .. +» FURNACES 
AND OILERS 





SINCE 











186% 























The Wolves of Lenox— 
How their name spread the width 
and breadth of the land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth — when 
— of Lenox were on the 













Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has spread 
to every corner of the 
land—a demand for ‘‘the 
tools in the plaid box’— 
from shops and men to 
whom hack saw blades of 
super-strong, quick cut- 
ting and long lasting 
qualities are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan_ will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 


The tools in the Plaid box 


American Saw & 
Mfg. Co. 
Springfield 























Mass. 
KEK TEE TERE 
S wares 
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MARSHALLTOWN 


pxe)\/56: 





EVERY lOO ARE 
MARSHALLTOWNS 


Sixty-five out of every 100 of the men who use high grade 
plastering trowels buy Marshalltowns. 


Such preference means that plasterers appreciate the 
quality — the care in manufacture — the all around fine- 
ness of tools bearing this brand. A plasterer may let you 
substitute another brand once, but when he buys his next 
trowel he will pick the store where MARSHALLTOWNS are 


featured. 


BUILT BY SPECIALISTS 
PREFERRED BY PLASTERERS 


The original MarsHAtt- 
TOWN Trowel — for 40 
years the leader in finish- 
ing trowels. Complete 
range of sizes to satisfy 
every customer. 


MARSHALLTOWN Trowel 
with California Pattern 
Handle. Fine hang and 
balance — a highly popu- 
lar number. 





MARSHALLTOWN tools are sold by leading hardware jobbers every- 
where. A complete stock is carried by most jobbers to insure 
prompt shipment to hardware merchants. 


MARSHALLTOWN 


TROWEL CO. 
MARSHALLTOWN, IOWA 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohie. 


























DIAMOND 


Staple Puller 


An all-around fence tool 
—drop forged from tool 
steel, strong, hardy, will 
not chip or break. Fur- 
nished in gun _ metal, 
smooth or knurled han- 
dle, highly polished head. 


Diamond Calk Horseshoe Co. 
4622 Grand Ave., Duluth, Minn. 

























“Buffalo” Galvanized Hardware Grade Wire Cloth 
has a reputation for unusual wearing quality—it 
stands up under hard use. Over 60 years experi- 
ence in wire cloth manufacturing for all industrial 
and domestic purposes. Immediate shipment from 
stock on all standard sizes and grades. Information 
and prices on request. 
Write for Folder 83-B 


BUFFALO WIRE WORKS CO. 


Incorporated 
(Formerly Scheeler’s Sons, Est. 1869) 


518 Terrace Buffalo, N. Y. 


PPP Pe ttt ti tt 























COMBINATION WATERING POT 
AND RADIATOR FILLING CAN 


NEW 


FEATURES 


OUTSTANDING 
IMPROVEMENTS - 
THE FINEST 
SPRINKLER ON THE 
MARKET 


Made by 


GEUDER-PAESCHKE & FREY CO. 
301 N. 15th St., Milwaukee, Wis. 
























Foldabrush 
Shave Kit 


The Foldabrush shave kit of vest pocket size, illustrated here, 
is offered by the Old Colony Distributing Co., 665 Atlantic Ave., 
Boston, Mass. Kit in- 
cludes Foldabrush, a 
hinged shaving brush, 
which is laid out flat 
for storage in case. 
When used for shaving 
the four brush sections 
are folded over each 
other to form a soft, 
thick shaving brush. 
Kit also includes the 
new Gillette razor, Gil- 
lette blades and a re- 
fillable cream container 
of miniature size. There 
are a variety of hand- 
some colored enamel 
finishes, a gold - plate 
model and a polished nickel finish. List prices range from $5 up, 
according to finish of case. Razors in all kits are of gold-plated 
type. This kit is of particular interest to the traveling man, etc. 





Ampex No. 58 
Bakelite 
Outlet Cap 


Ampex, Inc., 195 Morgan 
Ave., Brooklyn, N. Y., makes 
the No. 58 Bakelite outlet 
cap illustrated here. The 
maker points out that the cap 
is wired like any other cap 
but has the additional advan- 
tage of having an outlet avail- 
able at all times. With this 
outlet one cannot run out of 
an outlet as the cap itself 
again provides for a new one. 





General Electric Table 
Model,G Sunlamp 


The model G table unit 
Sunlamp has been an- 
nounced by the merchandise 
department of the General 
Electric Co., Bridgeport, 
Conn. Transformer is con- 
tained in a separate portable 
unit, and may be placed 
out of sight under the table 
or desk. Handle at top of 
case facilitates easy move- 
ment of the transformer unit. 
Reflector is the same as that 
used in the model B floor 
type sunlamp, except that it 
is mounted upon table type 
lamp base finished in statu- 
ary bronze. Standard G. E. 
S-1 Mazda lamp is used in 
the fixture, which can be ad- 
justed for directing the 
beam. To eliminate the 
possibility of wrong connections, a polarity plug is used to connect 
the transformer to the electric lighting circuit. The type S-1 bulb 
duplicates only those rays of the sun which are beneficial, and may 
be used freely if the same precautions are observed as with natural 
sunlight, says the maker. This model lists at $59.50. 
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Important Changes 


in Velocipede Construction 
See Them at New York and Chicago 






Here is just one of the many im- 
provements developed by Monarch de- 
signers and engineers. The flat malle- 
able rear arch replaces old type round 


uncomfortable step. 


Throughout the line you will see 


many up-to-the-minute innovations. 


MONARCH 
| Vehicles for Children 


Bert Scheuer IN NEW YORK AT 45 E. 17th St. Harold Scheuer 


— Pedal Cars — Baby Walkers — ‘Rock-o-car” 





Velocipedes — Safety Cycles — Wagons — Scooters 














TEE ennene 





Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold - " * 
Jaws rigid. Made in SIX SIZES and THREE STYLES. Scientific Alligator Stee! Belt 
Buy the Best. These Tools are Time Savers. oer Lacing holds the belt ina vise-like compres 
If your jobber cannot supply you, write us direct for Litera- oining sion grip. Prevents ply separation at belt ends. 
ture and Prices. The smooth flexible joint is reliable in service 

and has great surplus strength. It rocks on oval faces of the 
sectional hinge pin. 





CAROLUS MFG. CO. Sterling, Ill. . . ( 
Sales Representatives—Surpless, Dunn & Co. Quickly and Easily Applied 
NEW YORK, CHICAGO , 
with only a Hammer 
Combines the efficiency of an endless belt and 








the convenient take-apart feature. In general use on 
light, medium and heavy belts of all types. Made 
also in “‘monel metal’’. Eleven sizes. 
Order the small ‘‘Handy Packages” in cartons and the 
standard boxes from your jobber. 
FLEXIBLE STEEL LACING COMPANY 
4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, London, E. C. 2 


‘ 
The symbol of 


quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties, 
Concentrate on this  profituble 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Inc. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chatns 
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Patented May 14, 1914. 


MILLNER’S 


WIRE CLOTH RACK 


Displays more rolls. Sells more 
Wire. Holds 18 rolls for ready 
use and 18 extra stock rolls. 
Rolls are easily placed in posi- 
tion. Holds any length in any 
place. Takes floor space of 31 x 
36 ins., 5% ft. high. Easily 
moved to any part of store on its 
Ball Bearing Casters. When wire 
season is over it makes a fine 
rack for Handles, etc. Strongly 
built. Neatly finished. Price, 
$18.00 f.o.b. South Ft. Smith, 
Arkansas. Shipped K. D. Weight 
100 Ibs. 
you. 


Millner’s Wire Cloth 
Rack Co. 
Miami, Oklahoma 


Your jobber will supply 














WICK WIKE BROTHERS 


Hardware Cloth 


Made from best Open Hearth 
Steel, full gauge wire galvan- 


ized AFTER woven. Every 


operation controlled by us. 
Standard widths, six inch steps, 


12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 

























indestructible. Very attractive. 
comply with Departments of Weights and 


IMPROVED “PELOUZE” 
DAIRY SCALES 


Three sizes: 
40-60 and 120 lbs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 


. They are indefaceable and 
Made to 


Patented adjustable hand for 


obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 
232-242 East Ohio Street, 


Chicago, Illinois 











Merchandising 
METHODS 


ag s the keynote for 
1. Are you fully 
a to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
Sistance to you. 
get your copy of ‘‘The 
Heller System of 
larger profits,’’ oa 
tear out this 
mail now, — AH 
page is before you 
(no obligation). 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
ani Ohio 





New York Office: 20 V St. 
Suite 500 ne 

















Leco Lawn 
Sprinkler Set 


Lawn _ Equipment 
Co., 11 Elliott Street, 
South Norwalk, Conn., 
offers the Leco lawn 
sprinkler set, consist- 
ing of two fifteen foot 
lengths of special green 
molded rubber hose, 
complete with brass 
couplings, together 
with three Roberts 
sprinkler heads and a 
liberal quantity of rub- 
ber washers. The Lawn 
Equipment Co.  dis- 





tributes the Rob- 
erts sprinkler sets. 
Sprinklers are designed 
for use about 15 feet 
apart, and will work 
best when used with 
the proper lengths of 
hose. Sprinklers pro- 
vide a fine mist, which 
is said to gather on the 
bushes, flowers and 
lawns Jike dew, without 
drowning out the grass 
or caking the lawn. 
Where pressure is extra strong more than three sprinklers may be 
used on a line, but only at the proper lengths. Suggested selling 
price for three heads is $3.75. For the complete set of two 15 foot 
lengths of green 5% hose and three sprinkler heads, suggested retail 
selling price is $10 complete. Dealer discount is 1/3 in dozen lots. 





Star-Rite Automatic Iron 
and Hot Plate 


The Fitzgerald Mfg. Co., Torrington, Conn., offers this automatic 
flatiron, listing at $5. It is a 6 lb. iron, finished in chrome. Iron is 
a quick heating mod- 
el, weighing 6 lb., and 
having a heat varia- 
tion from 275-550 
degrees. Element is 
of ‘improved ribbon 
wound flat mica 
type. Air-cooled heel 
rest, wrinkle - proof 
heel, Bakelite de- - 
tachable plug, ebonized handle, silk thread cord and _ slen- 
der-point extra hot top are features of the iron. Star-Rite 
hot -plate No. 828 has two burners and four heats. Maximum ca- 
pacity is 1160 watts. Burner No. 1 is 6% inches in size, and has 
a three heat switch, 10 amp., giving 1000 watts on “high,” 500 
watts on “medium” and 250 watts on “low.” On either the medium 
or low points burner No. 2 may be used. On the high mark it is 
disconnected. Burner No. 2 is 5% inches in size and has a 6 amp. 
“off? and “on” switch. Hot plate is finished in black japan with 
nickel plated legs and two tone 5 foot cord. 
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Let it Rain! 


Waterproofed Bes, yp arpee hbo 
a rope that re on—a 
rope that’s jus st as fl exible > We he or dry 
That is what y« our customers 














FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 


re ability, waterproof- 

ing and flexibi aay. order Columbian 

ere is a Columbian jobber neat 
you. We will give you his name, upon 
request 

Columbian Rope Company 

352-80 Genesee Street 
a a ee peeps SHY, N. Y 


as ROP 









French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 














POINTS 


In handy packages 
for counter trade. 





G 
LAZIERS Po 
's 









eae <a unee __. The Famous COES 






zine coated 
stock. Big 
sellers. 





retail 5c 
ea. 





Ges) Knife-Handle Wrench 






Profit- 

















No. 21—12, able. eeAZiens oe One of the strongest and most popular 
\V. Ib. bo orm, selling screw wrenches ever made for 
”% a Driving tool in every general use was made by Coes in 1840. 
retail 10c ea. Sc and 10c package. res ae More than 90 years on the market. Seven 
; - standard sizes 6” to 21”. Keep stocked. 
f Red Devi 
|\Landon P. Smith, Ine. posscgen BEMIS & CALL CO. 
i 1165 ‘Springfield Avenue _Ievington, N Je) insurance. Springfield Mass. 




















; COSTS 350% LESS 


To Re-tire 
Wheels 
BETTER 


Q Using Best 
{4} TIRING with 


[Spun] BRA §§ Seamless | 


KETTLES, PAILS, DI IPPERS 


pre rani Unbreakable 


Brass ears, bails, rims, 
















{ the GREAT- } — - : avy "eae 
is rushec acquer n 

LY IMPROV. Spun from one sheet of 

ED PEER- brass. Also in Copper, 

LESS TIRE Monel, Nickel, Bverdur, 


Ambrac. Write for Bulle- 

tin B and prices. 

For Factories, Plating shops, Bakeries, Canneries, 
Dye Houses, Bleacheries, Household use. 





SETTER. 
Patented features make it the only Machine for a real job 
THINK—74% of the Dealers who have seen the Peerless, bought and report 
they are re-tiring ten times more Wheels and selling more Wheel Goods. 

Write for particulars. How machine eventually costs nothing. 
PATENTED RUBBER PRODUCTS CO. 
Mfrs. of Tire Machinery for thirty-five years. 
1938 Calumet Ave., Detroit, Mich. 


Hundreds of Orders like this. 
Good Margin, Big Profits BURNLEY 
start noe, Ne investment in stock. We siilaae yea The Soldering 
Paste that has 


satisfied cus- 
tomers for over 


The NATIONAL PIPE BENDING COMPANY 
130 River St., New Haven, Conn. 

























~< 


<éy = ar ses ny 
Wary SOLDERING Ast 





THE 






we RING PAS! 


NORTH EAST, PENN. 


oem egg 23 years. 
Z _S==_"_Z Sample free 
F roworl iA ON ~ = . ; 
Fences ll TTT BATE BURNLEY BATTERY & MEG. CO. 





























80 HarpwakeE AGE for APRIL 9, 1931 








Box number address may be used. 
All replies will be forwarded by us 


Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY RATES 
“ ” 6 1 imeh wcccccccccceccs ee cccccc cs cae 
BATES aely o Daee Cerpetin” “ete | 5S old ih... ristien | 
Advertisements from unemployed tives Wanted” Advertisements. Discounts for Classified a 
accepted free of charge; inserted 4 insertions, 10% off, 8 insertions, 15% off. 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 oe ue tae tae ee 


Each additional line 
All Capitals, Minimum of 5 lines.... 4.00 
post paid. Each additional line............ é 

Average 10 words to a line ~ publication. 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 





Wanted Advertisements. 


HARDWARE AGE is published each Thursday. 
80 Forms clese Nine Days previous to date of 





Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














POSITIONS WANTED 


POSITIONS WANTED 





MANUFACTURERS SALESMAN desires connection. Established 
with the Hardware Jobbing Trade in Fifteen Southern states, also New 
York, Pennsylvania and New England. Single, 29 years of age, Christian. 
Experience in detail work marketing new product. References furnished 
from two connections past eight years. Address Box J-255, care of 
Harpware AGE, New York City. 


HARDWARE MAN-—Six years’ experience covering middle and south 
western states with well known line of bicycles and motorcycles. Ten 
years’ experience covering Hudson river territory, Albany to New York 
City limits with builders’ hardware, sporting goods, fishing tackle, auto 
accessories, toys and firearms. With last firm seven years. Best refer- 
ences. Address Box J-230, care of HaArpwareE AGE, New York City. 





BUYER OR SALES EXECUTIVE, a good detail man. Fifteen years 
manager large southern jobbing house whose net earnings during that 
eriod were always better than 15%, experienced in shelf and heavy 
sow nal mill and mine supplies and building material, seeks connection. 
Location not important. Address Box J-249, care of HarDwaREe AGE, 


New York City. 





ILLINOIS SALESMAN of character and responsibility, fifteen years’ 
commercial selling experience seeks representation of a responsible man- 
ufacturer of lines suitable for Department Stores. Hardware and furni- 
ture store or Automobile Specialties, working on commission basis or as 
Manufacturers Agent. Address Box J-212, care of HarDWarE AGE, 
New York City. 





AUTOMOTIVE MANAGER desires business connection, preferably in 
the East, with automotive or hardware jobber to manage and take full 
charge of automotive sales and purchases. For past twelve years with a 
large Hardware-Automotive Jobber. Very well known in the trade. Excel- 
lent references. Address Box J-254, care of Harpware AGE, New York 


City. 





SALESMAN, 10 years’ experience, established following selling Hard- 
ware, Furniture, Variety and Department store trade in Illinois and 
Eastern Iowa. Married, desires connection with responsible manufacturer 
or large jobber. Can furnish A-1 references as to character and general 
qualifications. Address Box J-252, care of HARrpwarE AcE, New York City. 





SALESMAN, 34 years, thoroughly experienced with the hardware and 
housefurnishing trade in metropolitan New York territory wishes to con- 
nect with manufacturer or jobber in these lines on a strictly commission 
basis. Have my own car and am a live wire that will produce real 
business. Address Box J-256, care of HArpware AcE, New York City. 





EXPERIENCED MANUFACTURERS REPRESENTATIVE will be 
available for position. Familiar with jobbing and dealer trade throughout 
southern and eastern states. Successful record as high class merchandiser. 
College education. Ten years’ experience. Address Box J-253, care of 
Harpware Ace, New York City. 





HARDWARE MAN with 20 years’ sales and executive experience 
desires sales position with reputable manufacturer. Wide personal ac- 
quaintance with buyers of leading retail, jobbing and industrial concerns. 
Metropolitan territory or will travel. Address Box J-258, care of Harp- 
warE AGE, New York City. 





HARDWARE MAN, German, experienced in factory, wholesale and 
retail merchandising, wants as start in America a position in office, store 
or stock room. Eight years’ experience as office clerk and salesman. 
Everything in first letter. Address Box J-240, care of HARDWARE AGE, 
New York City. 





MAN, 43 married, 23 years’ experience in general hardware, paints, 
house-furnishing, as head salerman and buyer. 10 years in present posi- 
tion; prefer position where opportunities are unlimited. References fur- 
nished. Address Box J-250, care of Harpware AcE, New York City. 


SOUTHERN MAN, over twenty years in wholesale and retail hard- 
ware as store manager, buyer, sales manager, wishes connection with 
jobber or retailer anywhere in Dixie. Will consider any reasonable offer 
on account of conditions. Reference exchanged. Address Box J-237, 
care of Harpware Acz, New York City. 





MAN, 37 years’ of age, married with family, 16 years experience in 
retail hardware and housefurnishing. Thoroughly conversant with latest 
methods of retail merchandising. Can furnish best of reference. Will 
accept anything on condition and proven ability. Address Box J-236, 
care of Harpware AGgE, New York City. 





WINDOW DRESSER AND ADVERTISING MAN desires position. 
Married, 20 years’ experience in the hardware and housefurnishing busi- 
ness, thoroughly experienced in modern display and sales promoting 
advertising. Best of references. Address Box J-238, care of HARDWARE 
AcE, New York City. 





_ SALESMAN: Desires permanent connection with reliable hardware firm 
in New York State. Thirteen years’ experience in selling Builders Hard- 
ware, Tools, Paints, Electrical Supplies, Plumbing and House Furnishing 
line. Best of reference. Address Box J-233, care of HARDWARE AGE, 
New York City. 





ACCOUNTANT—OFFICE MANAGER. 28, seven years’ experience, 
credits collections. New York and vicinity. Available immediately. Ad- 
dress Box J-234, care of Harpware AGE, New York City. 





HELP WANTED 





EXPERIENCED young salesman wanted to travel exclusively for old 
and established manufacturer calling on hardware, electrical and plumbing 
jobbers throughout eastern territory. Salary and expenses paid. Address 
reply to Box J-235, care of Harpware AGE, New York City. 





STATE AGENTS with autos to cover retail hardware trade and sell 
Wonder Weeders and Wonder Lawn Shears. Address WONDER MAN.- 
UFACTURING COMPANY, 621 Smythe Bldg., Cleveland, Ohio. 





BUSINESS OPPORTUNITIES 





HARDWARE, Plumbing, Heating and Tin Shop for sale in town of 
3,000 population, located in North Central, Illinois. Fine Community, 
Clean Stock and Fixtures. Invoice $12,500.00. Lease on building. Splen- 
did location. Owner has other interests. Address Box J-257, care of 
Harpware AGE, New York City. 





SALES REPRESENTATIVES WANTED 





SALESMAN, Southern States. Southerner, age 30, now employed as 
salesman for company rated AA-Al, desires permanent sales position in 
South. No side line. Willing to travel extensively. Excellent references. 
Address Box J-241, care of Harpware Acz, New York City. 





YOUNG MAN, age 24, eight years’ experience, seeks position as a 
hardware salesman with retail or wholesale concern in metropolitan district. 
First class locksmith. Best of references. Address Box J-251, HARDWARE 
Acre, New York City. 








SALESMEN WANTED—To carry a high grade line of dog collars. 
Can be sold to leading hardware, sporting poe, leather = and de- 
oe ap stores. Would make a profitable side line. Straight commission 
asis only, Men with cars preferred. Address Box J-197, care of 
Harpware Acz, New York City. 





“ — SALESMAN bag Sage 100 per cent pure Manila rope, 14c. 
3 is. Fast selling side line, five cent commission. i i 
Company, 82 South Street, New York City, a ee 
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CLASSIFIED OPPORTUNITIES 


SALES ACCOUNTS WANTED 








SALES REPRESENTATIVES WANTED 











STOVE Manufacturer of National Reputation requires the services of 
_ = ae, _ ean’ mare e —— — stoves to oo the 
ast Coast an outhern States ive particulars in first letter. ress ° ° 
Box J-244, care of Harpware Ace, New York City. Have You a Good Distributor 
for New York City and 





WANTED: Resident commission salesman for an established line of 1 ; ? 
Locks and Brass Hardware for the states of Kansas and Missouri. Ad- Adjacent Territory? 
dress Box J-247, care of HarpwarE AGE, New York City. 
An old established hardware house of the highest reputa- 


tion for more than a half a century is in a position to 
handle additional hardware lines in the Metropolitan Dis- 
trict. Our salesmen cover the higher grade of retail 
SALES ACCOUNTS WANTED stores throughout this territory and can take care of a 
few more lines of hardware of quality high enough to 
match our other lines. Address Box No. J-240, care 


SALESMAN calling on jobbers and retailers in New York State, Ohio = 
and Western Pennsylvania. Would like to hear from manufacturer desiring HARDWARE AGE, New York City. 
representation on commission. Address Box J-259, care of HARDWARE 
Ace, New York City. 























Many Sales Helps for the 


Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 


the dealer-reader. 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 
give you many valuable ideas on salable merchandise and 


successful selling methods. 
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WHEN 








wheels begin to turn again 
-- buy in the openest market 


Now that the wheels of business begin once again to pick up 
speed are you in position to keep up with their increasing 
tempo? Perhaps you have already set your mind upon the 
new equipment you will need to cope with re-awakened de- 
mand. If you are among those about to step once again into 
the market for machinery, equipment or supplies, bear this in 
mind: The world’s most open market is right in the pages of 


your own industrial paper. 


Here meet the makers of equipment that can stand the closest 
scrutiny. Here appear the manufacturers who are unafraid 
of competition. They advertise to you. And by so doing they 


give proof of confidence in their own standards, of faith in 


their own ware. 


In buying for the exacting demands of a new day, examine 
first the goods of the firms who respect themselves and their 
products enough to advertise in the industry’s openest market 


—the pages of your own business paper. 
eee 


HARDWARE AGE IS A MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE NEW YORK 
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INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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A Dazey Churn & Mfg. Co. 
Acme Shear Co De pond ‘te har or Oo..... 
Oe ee —_ e va eparator 
Allen, L. B., Co., Inc........... — | Delta Electrie Co..... 
_ ££ | err —ai | lk Se ae 
Allen, 8S. L., & C — | Diamond Calk Horseshoe Co 
ey eer me i. ke ere 
Allied Specialties Corp.......... — | Diets Oo., BR: B..cc.cc0ce- 
Allith-Prouty Oo. ..0...2.2.00. — | Disston & Sons, Inc., Henry 
Aluminum Goods Mfg. Co..:.-.. — | Dixon Crucible Co., Joseph. 
American Brass Co............. — | Domes of Silence, Inc..... 
American Chain Co............. 77 | Duluth Show Case Co..... 
American Fork & Hoe Co....... 30 | Dux Dishmop Co.......... 
American Gas Machine Co...... — | Du Pont de , a & Co., 
American National Co.......... 24 
American Sa aeeree _ E 
American Saw & Mfg. Co........ 75 
BMGTIAR BETEW OG. oo 6050200555 — | Eagle Lock O0.....csccees 
American Sheet & Tin Plate Co.. — | Eastern Nail Co........... 
American Stainless Steel Co..... — | Eastern Tool & Mfg. Co.... 
American Steel & Wire Co...... 86 | Eclipse Machine Co........ 
American Swiss File & Tool Co.. — | Edison Lamp Works....... 
American Window Glass Co..... om NIE Is dic a0 o:0.0.6.056 0.6% 
——. Shovel & Tool Co......... —= | Msstic TID. C0... 0c eee 
Ce cccercccecccccceses — | Electric Cutlery Co........ 
aati-berks — Ses ov ssu — | Estwing Mfg. Co.......... 
BPONEO MIB. OO. occcccccccsives — | Evansville Tool Works..... 
Armstrong , BOL’ GD. os .<.s « — | Eversharp Shear Co....... 
Apebivemm MTB. Od... 2.2 cece ce <= DOVONOE TOU cchbccdssetue 
Atkins & Co., B. O.....:....... 82 
eS. eee eee 84 F 
Automatic Washer Corp..... a 
F. & N. Lawn Mower Co.. 
B Farrand, Inc., Hiram A... 
Faultless Caster Co........ 
Babcock Co., The W. W........ — | Federal Enameling & Stamping 
Bakelite Corp. ..............+- = 2 SEE Pe eee 
Barlow & Seelig Mfg. Co........ — | Pischet,. J. Bi. cscccccesss 
Barney & Berry, Inc........... — | Flexible Stoel Lacing Co... 
Bassic EL ae ee — | Fox, A. H...... : 
. § 3. & "eae 79 | Frantz wis. Co 
meee On, Be., Olte........5.. - French Battery Co........ 
Bethlehem Steel Co............. - 
Bingham Pngraving Co.......... - G 
Birtman Electric Co............ — 
Bissell Carpet Sweeper Co...... — | Gendron Wheel Co......... 
Blair Mfg. Co....... Raivivace ans — | General Grinder Corp...... 
Blaisdell Pencil Co............. ~— | General Mfg. Co.......... 
Bommer Spring Hinge Co........ General Wheelbarrow Co... 
a OS ee Geuder, Paeschke & Frey Co.... 
Farell Varnish Nei sata va saund iow ‘Gilbert & Bennett Mfg. Co 


Boston Woven Hose & Rubber Co. 


Bowker Chemical Co........ 
Brammer Washing Mach. Co. 
Bridgeport Chain & Mfg. Co. 
Bridgeport Hardware Mfg. Co. 


Good Housekeeping 
Green Co., The. 
Greenlee Tool Corp. 


Globe Machine & Stamping Co... 
Gold Medal Folding Furniture Co. 








Bridgeport Screw Co............ E ORUE UR he bas. 0 w.c:ae oie aes 
Brown & Sharpe Mfg. Co....... Griswold Mfg. Per Pe ee 
(i eee 
— PT ES OOS 0 6:576 be ease H 
3 £. See 1 
Buffalo Wire Works Co.. Inc 76 | Hamilton Beach Mfg. Co........ 
Bunker-Clancey Mfg. (o........ — | Hanlon & Goodman Co.......... 
my ae ce ae | lee eee 
ey Battery “Ses | ee 79 A: 
. Harrington-Richardson y aoe Co. 
Cc Heller & Co., W. C 
Hercules Powder Co 
California Fruit Growers Exchange — | Hibbard, Spencer, Bartlett & Co. 
pon al —— N06 cba oem eae _— eid 5 99 Wea fo 
SEE TEER osteo 036 <.6:4-010°4,0 — ~° Re ope ae salad 
— Mtg. Co. a6 ORY eee 17 ne - PEPE LE Eee ree 
raugus 7 aren Be) a OS Jars 
Chain Products Co.............. g5 | Hurley Machine Co............ 
S| ae — I 
— Retail Hardware Associa- 
ois waa a — | Independent Lock Co........... 
onienro oo gS — | Indiana Steel & Wire o........ 
Clark Bros. Bolt Co............ — | Ingersoll Steel & Dise Co........ 
Clay Equipment Co............. poe — Waterbury Watch Co., 
—, Pg a "rctrsttsss* Ge] International Fork & Hoe Co.... 
Qleveland Quarries Co.......... = eg Harvester Co. of 
pag ‘a Spring Co....... — | Irwin Auger Bit Co............ 
A Se nt) Se ee ee ee 
Coleman Lamp & Stove (o.....- aa el 7 Np eek awn sivas waa 
Columbian Rope Co............. 79 Pare Lente se 
Conestoga Corp. So oun ae J 
pe mt Screen Co.......... -- 
Yontinental Steel Corp.......... 7 1 Jennings Mfg. C R ll 
Cook Company, H. C........... —]5 oR I on ng RS 
Corbin 9 ech eae eae —" Arms & Cycle Works, 
orbin if) eed re ee hee ee 
P Johnson Mfg. Co., Nestor....... 
Corbin Screw Corp.. . 76 
Oe. eer “| 4. W. 8. Trading ne 


Corning Glass Works....... 
Crescent-Davis Arms Corp... 
Crescent Tool Co 
Cribben & Sexton Co....... 
Crewn Cork & Seal Co...... 


Oyelome Fence Co.............. 


D 


SS ee 
Damascus Steel Products Co. 
Dayton Toy & Specialty Co. . 


K 


7. Des mee 


Kees, 

American Fork & Hoe Co 
Kester Solder Co.......... 
Keystone Steel & Wire Co.. 
Kimball Bros. 
Kingston Products Corp.... 
Klein & Sons, 
Knapp-Monarch Co........ 





Kansas City Chamber of Commerce 
C 


Kelly Axe & Tool Works of the 


HShh tbat 


PIVTTIIIIda 
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Lamson & Sessions Co..... 
Landers, Frary & Clark.... 
Laub Products 


Lupton’s Sons, Dav 
Luther Grinder & 


“Tool Co. 


M 


McCarthy Mfg. Co......... 
McGuire Mfg. Co., George 
McKinney fg. 

Malleable Iron Fittings Co. 
Mansfield Tire & Rubber 
Marshalltown Trowel 
Martin-Senour Co. 
Marvel Rack Mfg. Co., 
Master Lock Co..........- 
Maydole Tool Corp., David. 
Meadows Mfg. Co 
Meisselbach Mfg. Co., A. F. 


Ww... 





R. E. 
Millers Falis-Goodell "Pratt Co. 


Millner Wire Cloth Rack Co 
Milwaukee Brush Mfg. Co.. 
Milwaukee Stamping Co.... 
Monarch Products Co. 
Montague Rod & Heel Co... 
Moore Push-Pin Co 


Morse Twist Drill & Machine Co. 


Murphy Sons Co., Robert 
Myers & Brother Co., F. E. 


National 

National Lead Co......... 

National Enameling & 
Co. 


ee 


Mfg. 


National 
National Pipe Bending Co.. 
National Show Card Writer 
Neely Nut & Bolt Co...... 
Nelson Mfg. Co., Inc., L. R 
New Haven Clock Co...... 
New Yorker Hotel 
New York Knife Co........ 
New York Wire Cloth Co.. 
Nicholson File Co......... 
Nileo Lamp Works, 
Noma Electric Corp....... 
Norge Corp. 
Northern Corrugating Co., 
North Wayne Tool Co 
Northwestern Barb Wire Co 
Norwich Wire Works...... 


O’Cedar Corp. 
Old Colony "Distributing Co. 
Oliver Iron & Steel Corp... 
Onken Co., 
Ontario Knife Co......... 
oO Ae Se eee 
pee BEI, ORs kc 6 sccseee 


P 


Page Steel & Wire Co..... 
Paine " 
Patent Novelty Co......... 


Stamping 


Patented Products and _ Co. 


Peck, Stow & Wilcox 
Pecora Paint Co.......... 
Peerless Handcuff Co...... 
Pelouze Mfg. 
Pennsylvania Lawn Mower 
Perfection Stove Co., 
Peters Cartridge Co....... 
Pharis Tire & Rubber Co.. 
ae ae ee 
— Lawn 


Pilot Lite Agency......... 
Pittsburgh Plate Glass Co.. 
Pittsburgh Steel Co........ 
Plumb, Inc.. Fayette R.... 
Porter, H. K..,..-cecccess 
Progressive Mfg. Co 
Pyrems Mis: COs oc. ices 


Red Arrow Service Co..... 
Reed & Prince Mfg. Co.... 
Remington Arms Co., In 
Remington Cash Register oe. 
Reo Motor Car Co......... 
Reynolds Wire Co......... 
Rich Pump & Ladder Co... 
Richards-Wilcox Mfg. 


‘Wks. 


Co 
Richardson Ball Rearing Skate Co. 


allel 


AD 
oO 


ali ieaii3i i118 
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Rixson Co., Oscar C 


Robertson, Arthur R.......... 
Robinson, Edward E.......... 


Rose, Frank, Mfg. Co.. 
Rubberset Co. 


Ruby gg = Cina scaneneee 


Rugg Mfg. 
Russell, 
Nut Co 
Russell & Erwin Mfg. 
Russia Cement Co....... 


Ss 


Inc., 
Bros. 


Sacks, 
Sallee 


Samson Cordage WGEED 6 ce ccae 


Sargent 
Savage Arms 
Schalk Chemical Co 


Menete. MEE, OOeeccccicccsccce 
Schavolite Golf Corp.........2 
Schrade Cutlery Co........... 
a 2 Sere 





Gurdeaii & Ward Boit & 


DMR G65 weg sions 


B Oimie. sere ccs 


TEPSIT 


Shapleigh Hardware Co......... - 


Sheffield Bronze Powder & Sten- 


Cll Co. secces 
Sheffield Products Co. 


Shelby Spring Hinge Co a .s 4 4i6 
Sherman Mfg. Co., H. B...... 


Showcarder, Inc. 


Signal Electric Co. 3 Ae eae 
BNP TURES OD. caciccscdsccies 
Simmons Hardware Co........ 
Simonds Saw & Steel Co...... 
Simonds a ere 
1 Ae 
Landon P........ 
Smith, Seymour & Son, Inc.... 


Slaymaker Lock 
Smith, Inc., 


Springfield Arms 


Standard Electric sours. eee 
Descece 
Standard Tool Co............ 
Stanley Works.....0...0..--++- 
Star Heel Plate Co........... 
Starrett, La. B..cccccccscccess 
Stevens Arms Co., J........-- 
Stewart Iron Works.......... 
Berens MI. COs 6c cccccccaes 


Standard Gas Equip. 


Superior BPlectric Products 
Swan Co., James 
Swartzbaugh 


T 


Thompson & Son Co., Henry G... 
John S..... 
Toledo Metal Wheel Co....... 
Tremont Nail Co.....ee++--+5 
Trimont Mfg. Co........+-+:: 


Tilley Ladder Co., 


Trow & Holden 


Tubular Rivet & Stud Co...... 


Tucker Duck & Rubber Co. 
Turner Brass Works....... 
Turner & Seymour Mfg. Co 


U 


Union Hardware Co.......... 
Union Steel Products Co...... 
United Screw & Bolt Co...... 

8. Cartridge Co........... 
U. &. Stdmping Co........20. 


Vichek Tool Co.......0++----- 


Vollrath 
Voss Bros. 


w 


Wall, P., Mfg. & Supply Co 
Walworth Co. 
Ward Mfg. Co........ 
Warren Mfg. Co., J. D. 
Washburn, E. G., & Co 


Western Cartridge ih Se 


Westinghouse Electric & Mfg. 
Whiting-Adams Co. 
Wickwire Bros. 
Wickwire Spencer Steel 
Wilder & Co. 


-&- ee 
Williams Radiator “Co. SPE Ce 
Winchester Repeating Arms Co.19, 
Wil GOPMIS OO. oc cencseescuc 
Wood Shovel & Tool Co....... 
Weentet DOUUE Ob. 6 iiccccciccsc 
George...... 
Wright Steel & Wire Co., G. 
Wrought Washer Co.......... 


Worthington Co., 


Y 


Yale & Towne Mfg. Co....... 






ee eae 
Sylvania Products Co......... 





MERE. COs dcicieices cies 





Corp... 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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Some of the products made by 


"ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


SASVHIUNd ALVYLNIDNOD 


ONMGNVH PY¥® LHO1Fdd JAWS 








It’s GOOD BUSINESS 


2,500 rooms. A radio, tub, 
| shower, circulating ice water, 
Servidor in every one of them. 
Extra value! 

Every room an outside room— 
and 85% of them priced at $3.50 
to $5.00. Extra value! 

116 new sample rooms. Four 
popular price restaurants, includ- 

ing a “speed counter” 
Coffee Shop—with 
food that is the talk 




















If your Jobber 
cannot supply 
you — write us 
direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


Keep D19 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 

It pays good dividends on 


the small space it oc- 
cupies. 


Contents costs 

dealers $3.00. 

Sells for 
$4.80, 


Gruss 
cost 
Sell 


sets 
$9.00. 


for 


DOMES of SILENCE, Inc. 


35 Pearl St., 


New York City 


OUR PACKAGE 














RALPH HITZ, Managing Director 


‘to stop where Business is Good! 


You'll find extra 
value in every- 
thing at New York’s 
most successful 
hotel... 


of the town. Extra Value! 

A location in the heart of mid- 
town Manhattan “next door to 
everything.” Private tunnel to the 
Pennsylvania Station. B. & O. 
Motor Coach connections, too. 

The overwhelming success of 
the Hotel New Yorker is not 
built upon low rates alone; it 
is built upon BIGGER AND 
BETTER VALUE. Come and 
get it! 


NEW YORK’S MOST POPULAR HOTEL 


HOTEL NEW YORKER 


34th Street, at 8th Avenue, New York 
Chicago Office: 77 W. Washington St. 








| 
| 


Since the Roost- 
er trade-mark 
made its appear- 
ance on Superior 
Poultry Netting 
two and a half 
years ago, con- 
sumers have 
been asking 
their dealers for 
poultry netting 
with the color- 
ful rooster label. 


They appreciate 
its high quality. 


At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


SUPERIOR 
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uppose You \VWWere 
a Customer... 





You enter @ [vx hardware Store to buy a pound 






or two of y / VA nails, and while the_.< jf clerk is wrapping 
. Oo oF 

up your purchase you see a neat and complete = 
teas 






Chainstore displaying all the popular kinds of chain. Shawnee 





you had al} pump at home with a chain thai 





needed replacement or a cow in need of a cow 


_& > 





at 





Pe, 










tie-out chain; or even a set of garage doors ™ = Dod 


that needed new chain. Wouldn't you be stimulated to 






buy? The Hodell Chainstore has sold literally miles 












customers in just this 






of chain to thousands of 














as a constant reminder 





fashion, because it serves 






chain needs... Ask 


send the coupon. 









o Bix 
rm a 






ie Please send me complete information on the 
TH E CHA ; N PR O DU CTS Co: 4 Hodell Chainstore. 


3920 COOPER AVENUE ; CLEVELAND, OHIO ESTABLISHED 1886' 





NAME 









ADDRESS = 
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HIS year a large farm fence “profit cake” awaits our dealers. 
An advertising campaign—more remarkable than any issued 
in the past—is the knife that will help Zinc Insulated Fence 
dealers cut an extra big slice. Early Spring will find this cam- 


K N E E TO paign in full swing — with full page advertisements in colors” 
appearing in the leading farm papers—the most striking fence 
campaign ever published. Write at once for full particulars— 

Help Yo 8 | learn why Zinc Insulated Fence dealers sell more fence than 


any other group. ~ 
















1931 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago —suBsipiaRy oF unrTeD [stares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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